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Stops 


RUST DAMAGE 


DRIPPING PIPES 
and WALLS 


Stops 


MILDEW and CORROSION 


Makes 
BASEMENT DRY 
and LIVEABLE 


Keeps 
FAMILY HEALTHIER 


Qperiles 
AUTOMATICALLY 
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ADD NEW PROFITS 
with the NEW 
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(DEHUMIDIFIER) 


Every home, store, multiple dwell- 
ing, etc... . with a DAMP BASE- 
MENT... is a prospect. Operates 
automatically. Has large space-dry- 
ing capacity. Equipped with Tecum- 
seh Compressor. Sells in good vol- 
ume during spring and summer 
months. Liberal profit margin. Built 
and guaranteed by McGraw-Edison. 
Write for specs, prices, and pro- 
motional data. 


FREE 


“SILENT 
SALESMAN” 


Floor Display 
shipped with 
every initial 


order 


"SPEED QueEN 


LOW PRICED AUTOMATIC 


McGRAWE 
EDISONPL 





ELECTRIC AND GAS DRYERS TO MATCH 








’ SPOTLITE. ..@ quick look at what's going on 


Suddenly it's spring. And this year, nobody 


is happier about it than the appliance dealer. 
He's sick of the late winter storms which have 
hurt traffic. And he's tired of the gloomy 

talk which seems to have characterized the win 
ter of 1958. In area after area the dealer is 
telling EM's editors that he's looking for an 
improvement "'in the spring." In the Southeast 
and Southwest he's calculating how much of a 
lift air conditioner volume will provide this 
year. In most areas of the Far West, business 
in early March has shown signs of turning 
upward, There are scattered optimistic re 
ports from the East, too, and in the Great 
Lakes area an EM editor reports that ''every 
one seems to be waiting for a pickup in the 
spring" (page 13)... 

One other thing the appliance dealer is 
waiting for is further clarification of 
what's going to happen to electric housewares 
now that Fair Trade is dead. Last month most 
of the early, violent price wars triggered 
by the abandonment of Fair Trade were begin 
ning to simmer down and retailers were won 
dering just where the price level would sta 
bilize itself. On the answer to that question 
hinged the future in housewares of many a 
small, independent dealer (page 109)... 

For appliance dealers in the Los Angeles 
area the Fair Trade price cuts were just 
another move in a battle which finds the in 
dependent dealer caught in the middle as big 
discounters and big department stores slug 
it out. In this market dealers found them 
selves more worried about ills peculiar to 
the industry than about talk of a recession 
affecting the whole economy (page 20)... 

On occasion, however, the independent 
dealer can get advice as well as competition 
from big mass merchandisers, A good example 
of that is an unprecedented story in this 
issue on self-service merchandising of house 
wares, What makes this story unique is that 
it's built around the multi-million dollar 
White Front operation in Los Angeles and is 
told in the words of White Front owner Harry 
Backman (page 44B)... 

Fortunately, too, the coming of spring is 
bringing more than price wars. Also on the 
way are a variety of new products which can 
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spell additional volume for the entire indus 

try. One of these is color television. Watch 
next month's issue of ELECTRICAL MERCHAN 
DISING for a comprehensive analysis of 
exactly what's happening--and what's likely 

to happen=--in color... 

Also about ready to burst on the scene is 
a product even newer than color. Experts now 
think that by midyear stereo records and 
stereo phonographs will be available commer 
cially. Availability of these new products 
should serve to hypo hi-fi sales and provide 
a natural step-up sale for hi-fi dealers. But 
stereo discs also pose something of a threat 
to the projected growth of stereo tape, al 
though tape will apparently continue to pro 
vide top quality, premium-priced stereo for 
the home (page 9)... 

The speed with which new products like 
this are accepted depends, of course, toa 
great extent on the attitude of the consumer. 
This month ELECTRICAL MERCHANDISING 
launches its Better Kitchen Merchandising 
section with a provocative study of what 
women think about appliances. After reading 
it you may come to the conclusion that the 
ladies have some unexpected and surprising 
ideas about appliances and, more significant 
ly, some important reservations about style 
trends. For example, while they like color 
in appliances, they are somewhat skeptical 
about its durability and they worry about 
the problem of matching it with their other 
furnishings. They voted overwhelmingly in 
favor of built-ins, however (page 52)... 

This vote of confidence takes on particular 
significance when you consider how rapidly 
new built-ins are appearing on the market. 
NuTone is showing six new built-ins, includ 
ing a scale and a radio-equipped intercom. 
G-E and Frigidaire both have new oven units 
incorporating more of the deluxe features 
of free-standing ranges (page 79)... 

But new products or old, evidence seemed 
to be accumulating last month that the way 
to start selling them was to ''ask for the 
order.'' This technique was. working for auto 
dealers in Cleveland (page 10)... and many 
people think it could work with familiar 
appliances like refrigerators (page 24)... 
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NEW WESTINGHOUSE WITH COLD INJECTOR 


chills food and beverages faster . . . keeps them better. 
Frost-Free automatic defrosting refrigerator on top. Ice 
Cube Server ejects ice cubes and stores them in a basket. 














WESTINGHOUSE SPEED ELECTRIC RANGE 


bakes better, cleans easier. Spread-Even Heaters radiate 
heat evenly throughout the ovens. Heat is locked in by 
Lifetime Miracle Seal on ovens. Plug-out units! 




















LAUNDRY TWINS in Shape of Tomorrow styling. 


Laundromat® Automatic Washer has 7 temperature push 
buttons; 5 for washing, 2 for rinsing. Dryer shuts off 
automatically when clothes are perfectly dry. 





NEW PORTABLE DISHWASHER power washes, 


power rinses, power dries a full service for 8. Exclusive 
“Stop-N-Add” feature. Compact, streamlined styling, 
takes less than 2 feet of floor space. 


PLUS OTHER WESTINGHOUSE CONSUMER PRODUCTS: FREEZERS * WATER HEATERS « DISPOSERS 
DEHUMIDIFIERS » ROOM AIR CONDITIONERS * VACUUM CLEANERS « TELEVISION + HIGH FIDELITY 
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Westinghouse 
Shape of Tomorrow 
Blue Chip promotions 


put new pep into your selling 


Here’s the most dynamic, seasonally geared adver- 
tising and promotion package ever put to work for 
appliance retailers. It offers your customers Blue Chip 
assurance that the Westinghouse Shape of Tomorrow 
line guarantees long-term quality, long-term styling, 


long-term performance. 

It’s a program that co-ordinates the advertising and 
promotional power of all Westinghouse Major con- 
sumer products into one sales-making package. It tells, 
it sells, it yells Westinghouse as a Blue Chip investment. 


ee Tested... proved seasonal promotional plans 


e Spring Sales events SUPPORTED BY— Imaginative traffic builders! 


@ Retail ad mats and suggested ads! 


@ Colorful Store Display Materials! 
e Mother’s Day promotion @ Exciting Prize Plan! 


@ Power-packed Magazine, Sunday Supplement and Key City 


newspaper advertising! 


e Newlywed specials @ Local Spot Radio Commercials! 


© Westinghouse Studio One in Hollywood! 


Get the exciting, sales-making details...call your 


Westinghouse Distributor today. Ask him about the 
mutual opportunity of a Westinghouse OAS franchise. 


“ASSISTANCE 


~~ 


‘cas. you CAN BE SURE...1F > Westi nghouse aie 


WESTINGHOUSE ELECTRIC CORP., Major Appliance Division, Mansfield, Ohio « See TV's top dramatic show WESTINGHOUSE STUDIO ONE IN HOLLYWOOD 
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the contest in a big way! 


wetting. out in front stay 7 


Complete, years ahead engineering tech- 


niques and knowledge are applied to every 
WASTE KING product! 
You know if it’s WASTE KING, it’s right! 


To get the jump on competition for appliance sales, it 
takes extra power. With seven great, exclusive features, 
the WASTE KING Super Dishwasher-Dryer puts you ¥ 


In the last few months, WASTE KING distributio 
doubled! Dealers everywhere are discovering hé@j 
less drying, better washing, quiet operation, i | 
able front panels, humidity-free drying, pre- 
capacity can boost dishwasher wan” “— 






vil 


MM tecoltidoMmertbelerlttesmciecteletctucMost-telttt:Caarta 
ing processes and quality control are applied 
to every WASTE KING product! 

You know if it’s WASTE KING, it stays right! 


See your Appliance Distributor or write yi for more 
é information about. WASTE 


getting out in front... Quick? 


















National advertising and sales promotion 
support is behind every WASTE KING product 
—from consumer ads to direct mail programs! 
You know if it’s WASTE KING, it sells right! 
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Spotlite . . . a quick look at what’s going on 


Trends .. . the national picture 

Trends . . . region by region 

ECONOMIC CURRENTS: We Aren’t Headed fora Big Recession 
MORT FARR SAYS: Why Not Try Selling Refrigerators? 


The Loudspeaker 


Special Report on Housewares 
How to Cash in on a $1.3 Billion Service 


You Can Make Money on Self-Service 
BY HOWARD J. EMERSON 


Will Displays Help Your Clock Business? 
They Both Make Money on Cleaners BY JOHN RICHARDS 


There’s a Big Future in Housewares BY ANNA A. NOONE 


Better Home Merchandising—the department of ideas 
He Took a Chance on a Shopping Center 
He Nets 23 Percent Selling Closed Circuit TV 


You Have to Take Trade-Ins BY TOM BLACKBURN 


Better Kitchen Merchandising 


They Know What They Want in the Kitchen 
You Learn a Lot After You Get Into Kitchens 

BY KEN WARNER 
New Products 
News 
Fair Trade Dies . . . what it means for dealers 


Scheduled Meetings 


Editorial: Fair Trade’s Had It 
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116 


140 


MERCHANDISING 


Here’s timely redding! Chances 
are that during the past month 
you have heard little but talk 
of price wars as far as house- 
wares are concerned. This Spe- 
cial Report concentrates on other 
ways of cashing in on. House- 
wares. You'll find the article 
on self service an eye-opener. 
Incidentally, if you’re curious 
about the long term effect of 
those price wars, check the news 
story on page 109 to find out 
what’s likely to happen now. 
Then read Larry Wray’s edito- 
rial (page 140) 


i 


this carefully if you sell 
and are looking for new 
profit sources. You're likely to 
find that closed circuit TV isn’t 
nearly as complicated as it 


< 


This is it—the first appearance 
of our new monthly feature on 
Better Kitchen Merchandising. 
It’s designed to be of special use 
to those of you handling kitchens 
—but don’t pass it by if you’re 
not yet selling kitchens. This 


_ month’s article on “They Know 


What They Want”, for example, 
is loaded with information which 
any dealer can use. 


Next month, still another new 
ness” and it will give you an 
’ picture on re- 


- tail sales in 25 key markets. 
_ Watch for it. 














WIRES - CABLES 


CORD SETS 





ens. F Get 


Overnight service ANYWHERE, from our 15 
conveniently located branch warehouses 
covering the country from coast to coast. 
You need never be out of stock on any 


CORNISH wire products. 




















-aaseastsfendle 


Portable Service Cords in popular sizes 
packed four 250-ft. spools to a carton, in 
individual containers that eliminate costly 
repacking. This modern put-up speeds ship- 
ping, receiving, over-the-counter ACTION. 











“COROPRENE 


saz..ato Identify 


CORNISH makes it oom for you to peerings 
instantly the Service Wire wanted — by print- 
ing specifications plainly right on the _— 

facilitating handling in stock and on the job. 





Support your local 
ADEQUATE 


WIRING BUREAU 
Program... 


@ sie Sell! 


This nationally known, all-inclusive line of Cords 
and Cord Sets—in rubber, plastic and neoprene—makes 
it possible for you to fill all requirements of Farm, 
Home and Industry — with a complete QUALITY line, 
easy and PROFITABLE fo sell. 


































"MADE BY ENGINEERS FOR ENGINEER S** 


CORNISH WIRE CO., inc. 


50 Church Street New York 7, N. Y 
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What keeps Hoover up on top year afte 


Here's how some 
folks you know 
might explain it— 


ENGINEER: ‘‘Second to none SALESMAN: ‘‘Easzest to se//’’ DEALER: ‘‘ Profitable CUSTOMER: ‘‘The one 
in quality and features’’ volume”’ I want most!’ 


HO QO i R. FINE APPLIANCES ... around the house, around the world. 
em Sor 


eet Y¥ €EeA RS 
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“... the toughest, 
most effective 


kind of 
hard selling...” 


Que lol 


General Manager, Refrigeration Department 





Hotpoint Co. 


thends 








As an Appliance Dealer, you make the fastest, 
most profitable sales when you have product supe- 
riority on your side—and when you can prove 
that superiority with facts. 


The facts that support the superiority of 
Hotpoint Appliances are clear and incontestable. 
They give Hotpoint Dealers a tremendous com- 
petitive advantage, because they can be demon- 
strated and because they are based on benefits 
to the customer. 


For instance, a Hotpoint Dealer can prove 
that the fine EW12 Refrigerator-Freezer has 


Hotpoint Dealers’ profit opportunities are greater than ever before... 





LOOK FOR THAT 


ELECTRIC RANGES * REFRIGERATORS 
CUSTOMLINE * DISHWASHERS °* DISPOSALLS* 







PAGE 8 


If you’re not a Hotpoint Dealer—you should be! %, 


* AUTOMATIC WASHERS ° 
* WATER HEATERS ° 


greater usable capacity than any other major 
competitive model of comparable size. He can 
also point out that only Hotpoint has Refriger- 
ators mounted on rollers—so they can easily be 
moved for cleaning —for retrieving lost objects 
—for changing kitchen layout. 


There are many other good reasons why 
Hotpoint Refrigerators—and all Hotpoint prod- 
ucts—offer greater values to the purchaser. 

That’s why a Hotpoint Dealer can profit by 
the toughest, most effective kind of hard selling 
—selling based on proved product superiority. 


) 


ott 
> 
UM 


DIFFERENCE! ( your Cumtomens do!) 


HOTPOINT CO. (A Division of Genera/ Electric Company), CHICAGO 44, ILLINOIS 


CLOTHES DRYERS * COMBINATION WASHER-DRYERS 
FOOD FREEZERS ° AIR CONDITIONERS * TELEVISION 
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MONTH | MONTH | YEAR AGO THE YEAR SO FAR 

ae | 1 | Ce 165 saoeanh mate 

eS 16.2 16.9 16.3 0.6% down 

DEPARTMENT Bld ied by on 126* 131* 136* 4.1% dou 

wipewameen | 37 «| «(374 vai pecniisiosoate 

iene | 3 37 41 pan 

HOUSING vie bo 65.0 69.0 65.8 4.0% up 

eee 392.1 489.4 570.7 27.3% down 
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scant 9 5,173 4,494 3, 121 51.9% up 
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You may be selling stereophonic records and phono- 
graphs by late summer. 

That’s the guess of some experts in the field. They’re 
not all happy that the stereo discs have come on with such 
speed (it was just before January 1 that the build-up be- 
gan) but they think that it’s almost inevitable now that 
such merchandise will be on the market by mid-year. 

There’s no need to panic about all this, however. As a 
matter of fact, stereo is likely to be a terrific shot in the 
arm for hi-fi. Stereo phonographs will be a natural step-up 
for dealers who right now are finding that the public is 
willing to be stepped up when it comes to hi-fi. And even 
though many—if not most—of the new recordings will be 
issued in stereo, there’s apparently no reason to worry 
about compatibility; the new records will almost certainly 
be playable on existing monaural equipment. 

From the dealer’s point of view, there’s really only one 
catch in the entire picture—and that’s the effect stereo 
dises are likely to have on tape recorders. 




















Up to now, of course, tape has been the only means of 
reproducing stereo in the home. Now, there’s apparently a 
cheaper way of doing the job. So what happens to tape? 
The answer seems to be that the advantage that tape of 
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any kind has over records of any kind will be as true in 
stereo recording as it was in monaural. In other words, 
stereo tape will give you better fidelity and last longer than 
a stereo record—and many people will continue to pay a 
premium to enjoy these advantages. In addition, tape is 
making advances of its own, particularly with regard to 
ease of handling. New magazine-type spools will take 
much of the mechanical mystery out of using a recorder. 
* 

There are important lessons to be learned from the eco- 
nomic troubles now besetting the industry. 

One of them: in a declining market the customer is look- 
ing for—and is more susceptible to—better value. This can 
be in terms of price. But it can also be in the way of im- 
proved products. 

Still another lesson: it never hurts to ask for an order, 
no matter how poor your chances appear to be. 

Let’s talk about value first. It is significant that during 
last month’s price wars many stores found that customers 
did not automatically buy the cheapest product when con- 
fronted with a choice of two toasters or two irons by the 
same manufacturer. Several department store buyers 
agreed for example, that G-E’s spray and steam iron moved 
(Continued on page 10) 
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detail. The jewel-bright, pan- matic “‘on-off’’ and alarm set, plus 
oramic clock face is exceptionally 660-watt appliance outlet, accurate matic “on-off” alarm set and 660- 
easy to read. Slide-rule tuning; clock-timer. Slide-rule tuning; slum- watt appliance outlet, accurate clock 
slumber switch; 1100-wattappliance ber switch; Alnico ““V’’ PM speaker; timer; loop antenna; Alnico ‘“‘V” 
antenna; 5-inch 
speaker; 5 tubes, antenna. Pink or Nile green. Model tifier. Ivory or willow green. 


outlet; air loo 
Alnico “V” P 


including rectifier. Ivory or flame. 5561—$39.95* 
Model 5578—$44.95* 


A 





up your sales with 


A value leader at 
each price level 


ht with Arvin’s 
asteful styling* 
d with Arvins 
t voice tone! T hey 
with Arvin’s tradi- 


They sell on sig 
rbly smart, t 


supe 
1 soun 


They sell or 
famous velve 
sell on quality 





tional engineering ae 
fine craftsmanship ° —. 
have 5 tubes including ena 
printed wiring, automatic 


control. rvice. 

r-round Merchandising 5° gift 

waar and counter eet il per- 
i t pavers -** 

season promot ional stands 


jise display 


‘ ( ‘ 
haD newspaper 


orck 
anent me r ’ 
mar stuffers . - - 


envelope 
ad mats. 











NEW 


The latest in stand-out style appeal. 
Automatic “on-off” and alarm set 
plus 1100-watt appliance outlet and 
accurate clock timer; loop antenna; 
Alnico ‘“‘V’” PM speaker; 5 tubes, 
including rectifier; Conelrad dial 
markings. Choice of fashionable 
colors: brilliant flame or charcoal. 
Model 5572—$34.95* 





NEW Highest distinction in every Strikingly individual design. Auto- NEW Budget-priced marvel in 


beauty, performance. Auto- 


5 tubes, including rectifier; air-loop PM speaker; 5 tubes, yoseengs ane 
odel 
5571—$29.95* 
*Prices suggested retail for Zone 1. 
Electronics and Appliances Division 


Arvin INDUSTRIES, Inc., Columbus, Indiana 


Arvin also manufactures Arvin Portable Electric Heaters, Fans, Car Heaters, 
All-Metal Ironing Tables, Leisure Furniture and “‘Charky’’ Grills. 





= - 











































trends ....... 


faster than its conventional 
steam iron and that the firm’s 
toaster oven sold at a better 
pace than its regular toaster. 
In each case the best seller 
was more’ expensive—but 
even in a price war features 
were winning out over price 
alone. 

~ There’s other evidence to 
support this view. Tide mag- 
azine surveyed 1100 market- 
ing executives recently and 
found that this group felt 
that improved products would 
be the best incentive possible 
to boost lagging sales. 

Or consider what Business 
Week, a McGraw-Hill publi- 
cation discovered last month 
when it looked into the ap- 
pliance picture: “Many man- 
ufacturers have also noted a 
significant thing in this year 
of sagging sales: Appliances 
with unusual features are 
still selling well.” 

The implication is obvious. 
If features are so important, 
are you doing all you can to 
capitalize on the features of 
the merchandise you have in 
stock right now? Are you tell- 
ing people what you have to 
sell? 

All of which leads to the 
second lesson we cited at the 
beginning of this discussion: 
it never hurts to ask for an 
order. Never was there more 
dramatic proof of this than 
in Cleveland in February 
when auto dealers ran a one 
week “You Auto Buy Now” 
promotion. They asked for or- 
ders and they got them—3300 
in one week as against only 
2565 in the preceding three 
weeks. 

One week later the Cleve- 
land Ad Club asked guests 
whether anyone had recently 
asked them to buy certain 
products. Sixteen percent had 
been asked to buy autos; only 
four percent had been asked 
for an appliance order, only 
three percent for hi-fi and 
less than one percent had 
been approached on color TV. 
The auto promotion is being 
staged in other cities. There’s 
no reason why it won’t work 
for appliances, too. 
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First of a series: 


WHAT’S NEW IN TIMERS? 





THE SNOOZ-ALARM' TIMER 


with the hottest, newest, fastest selling 
feature in clock-radio history 


Here’s a star salesman for you! It’s the 
Snooz-Alarm* Timer—sold in more than 14% of 
clock-radios in its first year. It promises to be 
the greatest innovation since Telechron Timers 
introduced the sleep switch—and even more 
successful. Here’s why! The revolutionary 
Snooz-Alarm* is the only timer that wakes 
you to music, lets you snooze to music, then 


calls you by buzzer again, and again, and again! 


It’s fun and easy to demonstrate and your 


set-it forget-it customers will love the idea! 


This exciting Snooz-Alarm* Timer is further 
evidence that Telechron Timers, long the estab- 
lished leader, continues to be first with the new 
and important features in timing. For style- 
minded buyers, Telechron Timers are design- 
matched to complement your most modern 
product. Famous for long life and service-free 
operation, Telechron Timers set the standards 
by which other timers are judged. 


And you'll find they’re competitively-priced 


to out-value competition! 


Telechron Timers, Clock and Timer Depart- 
ment, General Electric Company, 410 Homer 
Avenue, Ashland, Massachusetts. 


* Snooz-Alarm is a Trademark of General Electric Company 





Here's how it works: It wakes you to music 
with the assurance of a buzzer 10 minutes later. 
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It lets you shut off the first buzzer... 
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with the added assurance of six more 
buzzer-callis at seven-minute intervals. 


TELECHRON TIMERS... 


especially designed for set-it forget-it living 
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NBC Radio’s new SALESVERTISING 
plan solves an important problem 
for national advertisers with mod- 
erate budgets. That is, how to acti- 
vate all units of the distribution 
pipe-line in a marketing program. 


SALESVERTISING magnifies the value 
and impact of an advertiser’s net- 
work radio campaign, by getting 
greater action from his sales forces, 
wholesalers and retailers—to the 
point of stimulating local dealer tie- 
ins at local dealer expense! 


PROOF 5,000 local tie-in spots were 
placed by Evinrude dealers on NBC 
Radio’s affiliated stations. “This 
year’s NBC Radio schedule will be 
40% higher,” says Evinrude. 


PROOF Prior to 1957, only 8% of 
North American Van Line agents 
used local radio. Due to NBC Radio’s 
SALESVERTSING action, 81% of NAVL’s 
key agents now tie-in locally. 


PROOF Edison Electric Institute’s 
Housepower campaign on the NBC 
Radio Network resulted in 4,000 tie- 
in spots ($62,000 worth) bought by 
203 utility companies and contractors. 


Retail tie-ins are just one phase of 
the activation generated by SALES- 
VERTISING. Everyone — right down 
the line —shares the excitement of 
a close-knit SELLING campaign 
planned to achieve benefits for all. 


SALESVERTISING plans are custom- 
designed for each advertiser. Your 
inquiry is invited for details and 
success stories in other industries. 
SALESVERTISING is an innovation in 
efficient marketing, developed by 
the NBC RADIO NETWORK. 


SALESVERTISING 


SETS MARKETING IN MOTION FOR YOU! 
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NBC RADIO 
NETWORK 
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By John Richards 


Failures hit discounters, but some 
score from Fair Trade’s demise .. . 
Rugged price wars in N. Y... . Sun- 
day law a sleeper issue 


HE winter’s worst storm blew cus- 
tomers right out of appliance-TV 
dealers’ stores last month. 

On the heels of the storm, Fair Trade’s 
demise blew them right back in. When 
the air cleared, there were serious por- 
tents for the future. But there were also 
signs that these affected more than just 
the small and medium-sized retailer. 


As a matter of fact, in various parts 
of the East recently, discounters have 
been folding their tents like sheiks and 
silently stealing into bankruptcy. 

Washington and Philadelphia are 
cases in point. In the capital the avowed 
“King of the Discount Houses” hit the 
rocky road and a discount department 
store began liquidating its stock. 

In Philadelphia, both a four-store dis- 
counter and, more recently, a five-store 
operation have bitten the dust. 

And from Dorchester, Mass. comes this 
comment from an appliance dealer there: 
“People are getting wise to the discount 


house ... They recognize discounters 
are using leaders . . . that a small deal- 
er can do them one better .. .” 


Manhattan’s big discounters, however, 
barreled merrily along. Steve Masters 
was battering from the rostrum—at the 
Sales Executives Club and at a special 
conference of the American Manage- 
ment Association—on behalf of ever 
lower prices, coupling this with rapier 
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thrusts at the “unfairness of Fair Trade.” 

Suddenly came G-E’s dramatic an- 
nouncement and the Fair Trade roof 
caved in. “Disaster for the Fair Trade 
camp” was the way the N. Y. Times put 
at. 

Metropolitan New York and New Jer- 
sey, from the suburban arc in New Jer- 
sey to the north and south shores of 
Long Island erupted with a price war. 
For two weeks it settled into a battle 
of the giants. Out of it came two salient 
facts: 1) the department stores were do- 
ing stiffer battle with the discounters 
than ever, and 2) another source of solid 
dollar revenue for the smaller dealer has 
been removed. 


The late spring and summer fan sea- 
son presages another flareup of wild 
price competition, but all over the east 
dealers evidently recognized the long- 
range meaning of the Fair Trade fiasco. 

In Massachusetts—Cambridge, New- 
tonville, Waltham, and Dorchester—some 
dealers were stunned by the new situa- 
tion, others had adjusted to shorter mar- 
gins, even while the policy was in full 
force. The same held true for communi- 
ties squeezed between the big metropoli- 
tan centers along the coast—Providence, 
Hartford, New Haven, Bridgeport, and 
on down through Trenton to Dover and 
Baltimore. 

Judging by the shorter span of price 
fighting outside the New York area, deal- 
ers in Harrisburg and in the corridor 
reaching from Reading, through Allen- 
town, Hazleton, Wilkes-Barre, Scranton 
and on up through Binghamton to Syra- 
cuse and New York’s Southern Tier, are 
likely to feel less disruptive effects from 
the demise of Fair Trade. 

All dealers, however, will be tighten- 
ing their operations. The search for blind 
sources of profits will sharpen, and lead- 
er and averaging techniques will come 
in for serious review. 


While the Fair Trade melee was de- 
veloping plenty of traffic for some deal- 
ers but little profit, optimistic reports 
trickled in. Fair business in laundry, TV 
and hi-fi was done by dealers in Buffalo, 
Rochester, Baltimore and Washington, 
and Boston. A New York chain was ex- 
ceeding quota and following the rise of 
the stock market. In Patchogue a dealer 
was holding his own. In Madison, N. J., 
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a dealer was doing well in refrigerators 
and freezers. 


Meanwhile, two developments were al- 
most completely obscured by the price 
wars. One was the introduction of the 
RCA-Whirlpool vacuum cleaner in New 
York to be Fair Traded at $69.95. The 
distributor franchised only dealers who 
would adhere to this price. Limitations 
were to be put on franchises. A Philadel- 
phia distributor immediately decided to 
duplicate the procedure in his area. An 
expected move by a small appliance man- 
ufacturer to adoptasimilar practice held 
hope a broad move might be afoot to 
strengthen retail structures. 

A second significant development 
which will bear watching is the Sunday 
law controversy. The Two Guys test in 
Pennsylvania is still unresolved. In New 
Jersey the battle lines are drawn over a 
state law with teeth. In New York the 
home rule amendment has won a test in 
New York City, thrusting the issue into 
the legislature in Albany. 

The impact of Sunday selling, partic- 
ularly on the highways, poses serious 
problems for downtown dealers in every 
community in the East. It also can play 
hob with salaries and overhead, already 
straining under shrinking margins. 


THE 
MID- 
WEST 





By Ken Warner 


Dealers tighten up further on costs 
... Spend more for ads . . . Good 
“hypos” still get sales... More from 
Great Name Brands, Inc. in Chicago. 


IGGING in along lines that follow 
the unemployment pattern, Midwest 
dealers are taking various steps to en- 
sure profits this year. For some, the un- 
(Continued on page 14) 
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touched, there’s no problem, with one 
Minnesota dealer reporting a 26 per cent 
gain in sales so far this year. Others, 
worse hit, are trimming everywhere they 
can without damaging their organiza- 
tions. And wherever the local payroll is 
automotive, more serious cuts are under- 
way—in administration, sales, and even, 
in some cases, service departments. 

One Michigan dealer has about 
trimmed all the fat out. He’s dug in and 
slugging it out with promotion and 
sales pushes. He’s now advertising 
service, and he has his TV crew on a 
split shift to pick up after-dark calls. 
He also has an answering service going 
to provide starters first thing in the 
morning. Like all Michiganders, he’s 
waiting for the contract details to firm 
up before he’ll predict results. 


Consolidation: that’s the word they 
all use. Whether they’re putting two 
stores under one roof, as one Indiana 
dealer is happy he’s done, or trimming 
out lines, as others have done, the basic 
tactic is to haul in the reins of fixed 
expenses, and loosen up on the promo- 
tional pursestrings, despite a reported 
dry-up going on in co-op money. 


All this doesn’t really mean that busi- 
ness is bad. Many mid-westerners say, 
“Sure we’re not baling it up to send 
to the bank. But we’re paying our bills 
and paying our salaries. That’s not bad.” 
Despite the fact that many are on a 
“sell one, buy one” basis, they’re sell- 
ing ‘em and buying ’em regularly. Repos- 
sessions are up, “murderous” in some 
areas. There’s a big prevalence of skips 
in unemployment areas, but an Indiana 
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dealer says, “We shouldn’t have sold 
those people in the first place.” Actually, 
you get the idea in talking to Midwest 
dealers that they’re getting a kick out 
of running a “tight ship” again. Their 
enjoyment may be a little rueful, but 
it’s there. 


The Fair Trade flurry was just that 
for a lot of the Midwest. G-E dealers in 
small towns got a lot of comment from 
their neighbors, and some made a little 
hay with it. One small-towner had a ball. 
He ordered about 150 pieces, ran an ad 
with big-city prices, and turned a lot 
of those short-margin housewares deals 
into white goods sales. Dealer after 
dealer, in and out of Chicago and the 
other big centers, with the exception 
of Milwaukee, reported no excitement 
about the big switch. In Chicago, the big 
boys belatedly got into it, but opinion is 
that their hearts weren’t really in it. 
The neighborhood fellows stayed out, 
content to leave well enough alone. The 
commonest comment: “People don’t know 
values anymore, anyway. They’re still 
trying to chisel these prices.” 


Early this year, at the markets, there 
was a buzz about an ad by the Great 
Name Brands Exchange, later reported 
in this column. Updating the situation, 
there’s more to tell about U. A. Sana- 
bria’s idea for a stock exchange sort of 
operation. First, the ad pulled about 
1,000 names, and has been adding to 
this total about one per cent a day since. 
But the full page also pulled a lot of 
criticism and protest, according to Sana- 
bria, aimed at both himself and at the 
local media by both retailers and dis- 
tributors. So some reconsidering was in 
order. 

Now, under either of two names— 
Great Name Brands Exchange or Wire- 
Order, Inc.—Sanabria is getting ready 
to go about the same job another way. 
He’s set up a teletype system, with ma- 
chines at his home and at five DeForrest- 
Sanabria TV stores, and with a capa- 
city of 240 other machines. These are 
intended for any dealer store that wants 
to go along. One other dealer has already 
joined, says Sanabria. The idea is to 
set up an operation like that of any 
major stock broker, with a ticker tape 
running, giving prices of the day, and 
making the system available to anyone 
who wants to buy a major home item 
ona bid and quote basis. All bookkeep- 
ing, billing, etc., can be handled through 
the network. Every dealer with a ma- 
chine will have the daily prices running 
right to his store, and can offer merchan- 
dise all across the whole network. 

“We'll be working on _ overstocks, 
mostly,” says Sanabria, “providing a 
buying service rather than performing 
a sales function, and we’ll have the 
stimulus of the disappearing bargain 
working for us.” Sanabria thinks such 
a system will go a long way toward re- 
instilling customer confidence in appli- 
ance prices, and will actually act as a 
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price-stiffener, at levels any Chicago 
dealer can live with. 

Where does the Great Name Brands 
Exchange come in? At about six per 
cent of the sale price at the start, ac- 
cording to Sanabria, but this will dwindle 
to two per cent when there’s a broader 
base to spread the cost. Target date to 
start operations is “Before Easter.” 
Since Chicago dealers don’t know much 
about this development yet, there isn’t 
any trade talk or opinion. But there will 
be, maybe. 


THE 
SOUTH 
EAST 


By 
William McGuire 





It's spring and things are looking up 
... Sales pace improves in air con- 
ditioners and washers . . . Fair Trade 
passes on quietly 


OMING out of a sad February which, 

for most dealers, never got off the 
ground, the Southeast began showing 
signs of a welcome spring pickup in mid- 
March. 


From Miami to Charlotte, air condi- 
tioning was beginning to stir after snor- 
ing through five months of the toughest 
winter in 20 years. Dealers and distrib- 
utors were bunched at the starting line, 
loaded with carryovers and closeouts, 
awaiting the season’s first heat wave to 
send them leaping into this far from 
stable, price-oriented market. 

The big boys continued to labor the 
pre-season price theme. In Atlanta, 
Rich’s, leviathan of the local department 
stores, gave Sears a run for its money 
by promoting a one-hp, 8,100-Btu Cool- 
erator carryover for $158, and following 
up a week later with a 1'%-hp, 12,200- 
Btu 1958 AMC cooler at $188. Sears’ en- 
tries were a one-hp, 9,700-Btu Coldspot 
for $169.95, and a 114-hp unit, Btu-rated 
at 12,000, for $219.95 (both ’58 stock). 

Meanwhile, back at the Atlanta inde- 
pendent stores, air conditioners under- 
standably stayed put, and _ indications 
pointed to another year of room cooler 
cake to the large, crumbs to the small. 
For the most part, new-line merchandise 
was missing throughout the South. 


Perhaps the best indicator of a mend- 
ing market was the comeback being 
staged by washers, after a generally 
lackluster showing during and after the 
Christmas season. Automatics, chiefly 
low-end, were leading the way for deal- 

(Continued on page 18) 
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SURE TO- SMAS +] -ALL 
FREEZER SALES RECORDS 


rer Ce) ee ee - 
WORLD-FAMOUS FREEZERS 
ARE PRICED TO OUT- 
SELL ALL COMPETITION 
AND STILL GIVE YOU 
A FULL MARK-UP! 





New Deepfreeze Upright and Chest 
Food Freezer Models Give You The Most 
Powerful One-Two Selling Punch In The 
Business! 


Now the Deepfreeze line that broke all sales 
records in 1957 includes a great new model, 
the Deepfreeze Upright Food Freezer which 
can prove to be your biggest profit-maker this 
year. Here’s further proof you can’t take full 
advantage of your freezer sales potential 
unless you handle Deepfreeze Food Freezers. 


NEW UPRIGHT 


MODEL DFU-17 


17 cu. ft. capacity . 
Holds 595 pounds of frozen food. 


.. ADD THE PROVED SELLING POWER OF THE NEW 
DEEPFREEZE CHESTS ... THE GREATEST NAME IN CHEST 
FREEZERS ...IN A FULL RANGE OF SIZES, PRICED TO ILLUSTRATED 


OUTSELL ALL COMPETITION, AND YOU’RE SURE TO SMASH CHEST MODEL DF-160 
ALL FREEZER SALES RECORDS! 


Want a fabulous free trip to gay Paree? ° 
Ask your Distributor for complete details. Ali 


Deepfreeze FOOD FREEZERS 


DEEPFREEZE DIVISION, AMANA REFRIGERATION INC., AMANA, 16 IOWA 
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FOR YEARS 
DEALERS HAVE HEARD THE 


OUTSIDE STORY |ieaaeate 











BUT WITH A&CS EXCLUSIVE 


PA | CENTRA-FLEX 
——— _ YOU NOT ONLY SEE 

Custom Matchmates Standard Deluxe Matchmates BUT FEEL ITS TREMENDOUS 
Model A-82 Washer, Model DE-82 Dryer Model A-72 Washer, Model DE-72 Dryer WASHING POWER 
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AND PROFIT OPPORTUNITY 
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TODAY, PROFIT MINDED DEALERS 
DEMAND THE 


INSIDE STORY 








A c WRINGER WASHERS Also Combine the 


Ultimate in Washing Perfection and Smart Modern Design! 
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ALTORFER BROS. COMPANY 


PEORIA, ILLINOIS Model 415P Model 340P Model 312P Model 310P 
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ers in Miami, Birmingham, Chattanooga, 
Charlotte and New Orleans. From Ten- 
nessee and Alabama retailers came word 
of dryer-to-washer ratios of one-to- 
three. 


Except in the Birmingham and Miami 
areas, where it remains strong, TV has 
inherited the back seat—probably not for 
long, though (this is the product that 
has shown by far the greatest average 
sales and price consistency throughout 
the South since early last summer). Con- 
sensus: it’ll be back. 


Unemployment, though still no laugh- 
ing matter, especially in Alabama’s steel 
cities, was easing a bit in Tennessee 
and North Carolina, with the end of win- 
ter and the awakening of the building 
trades. Typical reaction to the scent of 
early spring was a Charlotte distribu- 
tor’s, “You can almost feel things begin- 
ning to move again.” 


Fair Trade went out with more of a 
whimper than a bang in the Southeast. 
As Alabama, Tennessee, North Carolina 
and Mississippi went (unofficially) off 
Fair Trade, no mob scenes were played. 
The first dealer’s door had yet to be 
broken down. 

But here and there, in March, the bait 
was out. In Birmingham, a grocery chain 
used a full page to dangle newly unpro- 
tected traffics at come-hither prices. 

No counters were tipped over in Jack- 
son, as the Fair Traders folded their in- 
junctions in Mississippi. At least one key 
dealer there states his intention to hew 
to the same old price line, competition 
willing. Until the middle of March, the 
only dissenting vote came in the form of 
a full page on Sunbeam, which broke no 
records for the retailer who ran it. 

In spite of three department stores 
going below conventional dealer quan- 
tity costs in tagging electric housewares 
items, Nashville consumers paid little 
heed to the new development. Most sig- 
nificant was a lag in dealer buying, as 
the independents watched and waited. 


General feeling is that following what- 
ever flurry may materialize, the South’s 
traffic appliance market will level off, 
perhaps at a slightly lower price plateau, 
in the near future, with dealers lighten- 
ing stocks somewhat. 

Briefly, refrigerators remained decid- 
edly soft (with generally good accept- 
ance of Norge’s shelf-swingers the major 
exception) ... ranges showed signs, 
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here and there, of coming out of an ex- 
tended slump ... and from Charlotte, 
an unusually high degree of “shopping 
interest” in freezers is seen as pointing 
to a good April—August freezer season. 


THE 
GREAT 
LAKES 


Sales are slow but some promotions 
pay off... TV furnishes a bright spot 
... Everyone waits for spring .. . Un- 
employment hurts in Detroit 


LEVELAND area sales didn’t show 
any stimulation after the 1958 Cleve- 
land Home And Flower Show this month. 
Although over 193,000 people attended, 
no dealer or distributor in the area could 
attribute any improvement in sales to 
the show. 

“We can’t tell what will happen yet,” 
said one distributor. “Sales always go 
down the week of the show cause people 
like to see all the competing manufac- 
turer’s products spread out for them in 
one place.” 


The way one large Cleveland distrib- 
utor is maintaining sales volume is to 
“get out of the office and work with the 
dealer.” This distributor’s sales are hold- 
ing up to 1957 figures, but, as he put it, 
“It’s taking a lot of work.” 

An example of this hard sell program 
for the distributor, Main Line of Cleve- 
land, is the big promotion they are put- 
ting on in connection with their washer 
dryer combination. Choosing one dealer 
as a test market, they are helping the 
dealer with a luncheon for around 60 
women, all of whom have had the unit 
installed in their homes recently. At the 
luncheon, each of the gals will write a 
25 word essay on why they like the com- 
bination, and then will collaborate on one 
final story that will be used for radio 
and TV spots. 


Heat pumps were the big new item at 
the Home And Flower Show. More than 
10 models were displayed, some of them 
in the new cabinet type unit which has 
the look of fine furniture. It drew a lot 
of interest. 

“It’s Spring—Time to buy her a dryer” 
is the theme for Dayton Power and 
Light’s two month automatic dryer pro- 
motion of March and April. They are 
passing out government bonds to the top 
dealers in an effort to pick up sales. 


Refrigeration in the Dayton district 
slumped 34 per cent from the year-ago 
month. Television, long the only bright 
spot in sales for the area, dropped 35 
per cent, and radio 36 per cent. Laundry 
equipment needed the spurt of promotion 
from the Power Company; it is down 20 
per cent. 
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Western Pennsylvania reports. the 
low low in prices. Dryers dropped 22 per 
cent and refrigeration 27 per cent. The 
only good news was television, which 
held its own, the only major that did. 
The March and April promotion for the 
area will be on ranges. 


FM receivers are more popular in the 
Cincinnati area since two stations began 
regularly scheduled classical music pro- 
grams aired only on FM bands. One large 
store reported that FM radio and FM 
combinations are moving more rapidly 
than at any period in a long time. The 
demand has been felt at the distributor 
level, too. 


Everyone seems to be waiting for 
spring to witness a pickup in sales, but 
as one Dayton dealer put it, “Spring’s 
almost here—so should we sit around 
and wait for summer? People are still 
ordering; They’re just more wary.” This 
dealer expects the consumer hesitance to 
last—and he isn’t waiting for the weath- 
er to improve it, but is doing more in- 
tensive salesmanship that he has had to 
for a long time. And it’s working for 
him, too. 


In Detroit, unemployment continues to 
wreak havoc with appliance business. 
With out-of-work figures now near the 
220,000 level, sales continue to drop dras- 
tically. 

Only J. L. Hudson among the city’s 
department stores, big and small, offers 
a “bright” note. Here total appliance 
sales are up 13 percent though figures 
at the downtown and the Eastland 
branch are down. The store’s Northland 
branch has been carrying the load. 
Ranges are slow but refrigeration is sell- 
ing exceptionally well says the store. 


THE 
SOUTH 
WEST 


Business is “confusing” but some 
dealers see an upturn ... Dryers are 
a bright spot . . . Air conditioner 
business seen as “fair to good” 


KLAHOMA dealers—out from under 

fair trade—have been conducting a 
brisk business in small appliances—but 
at no profit. 

“At the present time no one can make 
a dime off of small appliances because of 
their use as a traffic getter,” one 
dealer comments. 

“New advertisements appear in the 
papers every day. However, I expect 
that within 90 days the appeal as a 
traffic getter will be lost and the small 
appliance business be normal.” 

Dealers elsewhere throughout the 
Southwest reported fair business in 
small appliances with little or no profit. 

(Continued on page 20) 
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Only Frigidaire Dealers can offer the exclusive 


SPENT BROILER 
































with every Frigidaire Range regardless of price 
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Here’s how it works—High radiant walls of double- 
decker broiler pan concentrate searing heat on food — 
keep “exploding” fat from spattering oven. Water in 

Mode! RCI-75-58 bottom pan keeps melted fat cooled and fluid to prevent 
sticking. Pan swishes clean after broiling. 


4 





Here’s the feature women want above all others— Like color sold by Frigidaire for the price of white—famous 
Frigidaire Sheer Look styling —easiest-to-set Automatic 
Cook-Master Timer — Automatic Meat Tender — even, safe, 


: ‘ ; no-burn cooking with the Heat-Minder—super-fast Speed- 
The most talked-about feature in Electric Ranges in years. Heat Unit 


The feature that lets them broil meats “rare” as many as 
100 times and never need to clean the oven— 


And this sensational, exclusive Spatter-Free Broiler can 
be offered with every Frigidaire Range clear through the 
line—as a powerful traffic and volume builder in the 
Frigidaire Spring Range Promotion. 


And a host of other outstanding Frigidaire features. Not the 
least of which is the fact that Frigidaire Ranges are the 
easiest to use, easiest to clean, most automatic ranges ever 


built. And that’s a mighty powerful buying argument for 
All on its own—the Spatter-Free Broiler Grill is enough to housewives. 


make any range promotion take off in high. In every detail, this Frigidaire “Double Savings” Range 


But there’s a double fistful of other famous Frigidaire sell- Festival adds up to a profit-packed range activity. And 
ing PLUSES—wrapped in this Frigidaire promotion. Frigidaire dealers all over the country are picking it up fast. 


wee,, ) FRIGIDAIRE— 
Once again — dramatic proof that Fontes staple 
FRIGIDAIRE is on the march 
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At best, the appliance business picture 
in the Southwest is very confusing, but 
many dealers are optimistically predict- 
ing a definite upturn in the spring. 

Comments range from a “very de- 
pressed” to “tight” to the comment of 
one dealer who says he believes “that 
business is much better than publicity 
would indicate.” 

Several reasons are given for the con- 
fusing picture, one being the bad weather 
which has struck the Southwest. 

Another is the general economic situ- 
ation, which according to some econo- 
mists, has had the effect of causing the 
consumer to pull in his horns and shy 
away from long payment items. 


One of the main trends in the South- 
west is an effort to combat pessimism. 

Depressing factors are sagging em- 
ployment and retail sales and an oil 
industry which is in the doldrums. 

But, on the other hand, dealers point 
to some positive factors which they use 
to back up a belief that spring will bring 
an upturn. 

These include a spurt in building and 
other types of construction. Points of 
strength emphasized are lower interest 
rates and more money available, a con- 
tinued steady uptrend in spending by 
state and local governments and in- 
creased federal spending for defense. 

A March 10 statewide bank call in 
Texas showed increases in both resources 
and deposits over last year. Dallas—one 
of the bright spots in the Southwest 
economic picture—was up in bank debits 
and clearings, postal receipts and build- 
ing permits. Also up were other indicator 
figures, such as electric meters, water 
meters, and consumption of electricity. 


Southwest dealers range from fair to 
good in opinions on the possible sales 
volume of air conditioners. Many see an 
increase in volume but no improvement 
in profit. One Texas dealer comments, 
“We look for an improvement in air 
conditioner sales, but profits will not 
improve.” 

Another says, “We’re cold to air con- 
ditioners but expect to do a _ better 
volume in evaporative cooling.” 

An Oklahoma dealer says, “Evaporative 
coolers should be much better, but profits 
will be low.” 


Many dealers reported that account 
collections are off and past dues and 
repossessions are up. 


THE 
FAR 
WEST 





By Howard Emerson 


A detailed report on Los Angeles... 
Spring pickup elsewhere is not found 
in southern California . . . Death of 
Fair Trade doesn’t help things 


HE ending of fair trade on G-E, Sun- 

beam and Toastmaster housewares 
hit the southern California market like a 
drop of water on a tidal wave. This 
market area, now the second largest in 
the nation, is in one hell of a mess as far 
as the merchandising of home goods is 
concerned. And the main purpose of this 
localized report is to show that very little, 
if any, of the problems have to do with 
either a recession or a depression—that 
they are industry-produced problems, a 
form of slow death from self-induced 
poisons. 

The ending of Fair Trade was just an- 
other item, although it did not go un- 
noticed. In this city, most retailers heard 
about the G-E break from the White 
Front Stores’ advertisement in the “Mir- 
ror News” when it hit the streets about 
11 a.m.—just about the time distributors 
received their telegrams from G-E. Arch 
rival, the Phillips Co. broke the Toast- 
master news with a clever advertisement 
which stated “Phillips wins your battle 
against fair trade.” 

Meeting the mass merchandisers lead, 
most dealers offered G-E, Sunbeam and 
Toastmaster products at 15-16 percent 
above cost. 


Business was brisk for the mass mer- 
chandisers, but the outlook was not 
pretty. One of the biggest dealers told 
ELECTRICAL MERCHANDISING “. . . it does- 
n’t hurt us to go lower than anyone on 
these three lines, and we'll go to cost if 
necessary. We have to hold onto our 
traffic, and sooner or later the hubbub 
will die down and we can get prices up 
to a profitable level.” 


Most small dealers are not reordering 
housewares, a distributor reports sadly. 
“And they are pushing us to the limit 
when they do. For a while the three lines 
stayed at the usual 5 and 2, but we are 
getting to 71% and 2, and it looks as if 
the industry will go to 10 and 2. The dis- 
tributor is neutralized in this situation. 
We’re not happy—if the smaller dealer 
quits housewares we will be in trouble, 
the big account isn’t profitable, and if he 
gets most of the business to himself he’ll 
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try to do better by going direct to the 
factories.” 


But, still, the electric housewares has- 
sle is only part of the problem in south- 
ern California. While the appliance-TV 
business throughout the rest of the Far 
West remains fairly steady, with some 
upturn evident in late February and 
early March, the Los Angeles area rides 
through its most profitless period in 25 
years. 

Behind the problem lies organized, 
open warfare between the department 
store giants and the mass merchandisers. 
It stems from the opening last fall of the 
Standard store in the old Eastern-Colum- 
bia building in downtown Los Angeles 
right in the shadow of the original stores 
of Barker’s, Broadway, Bullocks and the 
May Co. For the first time, these stores 
were faced with the discounting of soft 
goods on a mass promotional scale. Add- 
ing to the fire was the Wm. Phillips Co., 
oldest of the “closed door” discount 
houses, opening its doors to everyone 
and adding a heavy advertising cam- 
paign as a “discount department store’”’. 

With the May Co. the most aggressive, 
most of the department stores have 
gone off the high board with what one 
executive calls the “Detroit formula”’— 
to out-discount the discounters. The word 
“discount” is no longer nasty, it has be- 
come a motto replacing “think” in the 
department store advertising offices. But, 
while it was the discounting of soft 
goods that teed off the department stores, 
it is in appliances-TV and hi-fi that the 
stores have made their major efforts. 


As a result, prices in this area on most 
appliances-TV-hi-fi have been pushed 
down close to 10 percent above cost. And 
while it is doubtful if the big discounters 
have been hurt badly, and some may be 
profiting from the attention being drawn 
to them, the independent appliance-TV 
dealer is taking a royal beating. “We are 
reduced to scratching for crumbs,” one 
commented. The battle between the de- 
partment stores and the discounters has 
disarmed the independent dealer. “We 
were meeting the discount houses pretty 
well,” said one dealer. “We could find 
enough people who would pay just a little 
bit more because of our reputation and 
personal service. But—the department 
stores have equally good or better repu- 
tations and service than we offer, and 
they have charge accounts too. We’re 
fighting city hall. 

“And now my manufacturer wants me 
to give up my service department and 
use central service. Last year, two-thirds 
of my net profit was from my service 
department.” 

A few blocks from the above dealer, 
there is a vacant store—until last month 
it was the main store of three operated 
by an appliance-TV dealer with 18 years’ 
experience. In 1957 the concern grossed 
over one million dollars. Today it is 
bankrupt. The dealer is working for two 
of his former servicemen. End 
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currents 


WE AREN'T HEADED 
FOR A BIG RECESSION 


By the McGraw-Hill Dept. of Economics 


RE we heading into a major recession—more serious 
than 1954 more serious than 1949? Are we getting 
into the first real depression since World War II? 
Briefly, NO. We aren’t in for that kind of trouble. 
It would be easier to prove the point if there were any 
reasonable agreement on what is meant by recession or 
depression. But for lack of such agreement we are adopt- 
ing a definition we always liked, and proceeding to the 
proof on that basis. Our definition of recession is when 
you have to tighten your belt. Depression is when you 
have no belt to tighten. And panic is when you don’t 
have any pants to hold up. 


HOW BAD IS IT? By this or most other definitions, the 
downturn in 1958 is one of the milder varieties. Most 
people still have their belts on and, judging by the pace 
of food store sales, few of these belts are really tight. 
Statistically, the business downturn is following the 
approximate dimensions of the 1954 and 1949 adjust- 
ments which—by contrast to the real depression of 
the 1930’s—were of very modest proportions. To tick 
off the statistics: Industrial production is off about 10%. 
(It was 10% from top to bottom of the ’49 or ’54 
recession.) Personal income is off only 1.5%. (It dropped 
5% in ’49 and 1% in ’54) and wholesale prices have held 
even, as in 1954, but compared with a 5% drop in 1949. 

To be sure, this current drop in business activity is not 
yet over. The index of industrial production may be off 
another point or so in March. And conceivably a serious 
strike could drop it even lower in a later month. 

But it is a fair guess (based in part on a noticeable 
rise in defense work) that the FRB production index 
will level out at around 130, after its spectacular drop 
from 145 last August. The estimated index is 131-132 
for February. 

In other words, most of the drop is behind us. The 
prospects for rising defense expenditures, more stable 
inventories and a rising level of consumer expenditures, 
all point to a more satisfactory level of total business 
in the second half-year. 


THOSE UNEMPLOYMENT FIGURES. One of the ways 
things have become “worse” in recent months is in the 
reports of unemployment. The Census Bureau recently 
released figures on unemployment claims for the month 
of February, the new total being 5.17 million, or 2.05 
million higher than in February 1957. 

This reflects the full impact of the decline in industrial 
output, as well as seasonal factors that tend to make 
February one of the highest months of any year for 
unemployment. So if production levels out in the spring 
months, we shall look back on February and March as 
the worst months of the current recession. And it will 
not look like a disaster. 

How does this level of unemployment compare with 
unemployment in previous years of recession or de- 


(Continued on page 238) 


ELECTRICAL MERCHANDISING—APRIL, 1958 














BURGESS BATTERIES 


FOR TRANSISTOR AND TUBE MODEL RADIOS 


Highest Quality - Longer Shelf Life 


IT’S EASIER TO SELL THE BEST! 


Depend on BURG ESS the Complete Line 


BURGESS — always the best in batteries for tube model 
—— radios — now leads the field again with the finest 
atteries for transistor model portable radios! You will 
prefer Burgess Batteries because they’re fresher when you 
et them — fresher when you sell them. Stock and sell the 


urgess Line! You're assured of money-making initial sales, 
plus more of that important repeat business! 


BURGESS BATTERIES Are Pre-Sold By An Aggressive 
National Advertising Program In Leading Consumer Pub- 
lications, Metropolitan Newspapers and Outstanding Sun- 
day Supplements. 


Jet Propelled Promotional Materials 


KEYED TO 


1958 BURGESS PORTABLE RADIO BATTERY PROGRAM 





“wherever you go.... 


NEW \SeASVER” “Retail Salesmen” 


e« 
Pia = 


PANEL DISPLAY WIRE COUNTER RACK 





FLOOR STAND METAL DISPLAY 
DEPT 


FREE! A~LZSPLE” Sales Promotion Aids 











° COLORFUL NEW WINDOW STREAMER 
REPLACEMENT GUIDE 6-PAGE CATALOG 


Distributor for Full Details TODA 


BURGESS BATTERIES 
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Don’t miss “General Electric Theater,” 
Sunday nights, CBS-TV. 


PAGE 22 





OST OF TODAY’S so-called “‘new’’ refrig- 
M erators aren’t really new at all. In spite 
of all their new gadgets and “souped-up”’ 
styling, they’re old-fashioned from the day 
they’re introduced! 


The important new advance is “Straight- 
Line” design . . . the big feature of your new 
General Electric top-of-the-line models. 


“Straight-Line’”’ design eliminates conden- 
ser coils on the back, so that these refrigera- 
tors can fit flush against the wall and will not 
stick out into the kitchen. 

They can even fit square into corners with 
no door clearance problems at the side. 


Progress /s Our Most /mportant Product 





As a result, there are no dirt-collecting waste 
spaces in the back or at the sides of the new 
“Straight-Line” Refrigerators. 
“Straight-Line” design is one of the three 
best selling-features in the business. The other 
two are Revolving Shelves and the Roll-Out 
Freezer. ONLY GENERAL ELECTRIC GIVES 
YOU ALL THREE! 

Sell up to a combination refrigerator-freez- 
er! Your customer won’t be in the market 
again for 12 or 13 years. It’s good business to 
sell the best and make more profit. 


Household Refrigerator Dept., General 
Electric Co., Appliance Park, Louisville 1, Ky. 





Oh 


GENERAL @@ ELECTRIC 
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economic 
cur rents CONTINUED 


pression? In numbers, the present figures are slightly 
higher than those for the worst months of the 1949-50 
recession (also January and February, in 1950), and 
substantially higher than the peak reached in the 1954 
recession. But the labor force and the total number em- 
ployed have grown, too. Both were about 5 million higher 
last year than in 1950. Also, a change in the method of 
reporting unemployment makes present figures about 
200,000 to 300,000 higher than that used before 1957. 


WHAT ABOUT SPENDING POWER? Unemployment 
makes its principal impact on the economy through re- 
ducing income and spending power. And partial unem- 
ployment (short workweeks) aggravates this impact. 
In January almost 2 million workers were on reduced 
workweeks for “economic reasons’; during most of the 
period 1955-57 this number had fluctuated around 1 
million. Also, there has been a drop of 1.6 million in the 
number of persons working overtime since January 1957. 

The net effect of reduced incomes for the unemployed 
and those on short workweeks is to impair the outlook 
for postponable purchases—new cars, appliances, cloth- 
ing, other things that might be bought if pocketbooks 
were bulging but can be put off several months or years 
when budgets must be tightened. 


WHAT NEXT? Employment and unemployment are both 
likely to improve over the next few months. The drop in 
employment over the past year has been nearly all in 
manufacturing—and nearly all in durable goods. But 
in spring, farm and construction jobs will pick up 
sharply. And employment in the service trades should rise, 
in line with the long-term trend. If manufacturing levels 
out—as we expect—and factory jobs are stabilized, em- 
ployment will start up again. 

However, this will not be the end of the unemploy- 
ment problem. Each year, we must absorb new entries 
into the labor force. And most of these—the young high 
school and college graduates—start looking for jobs in 
June. The number varies with business conditions, from 
only 300,000 in 1954, to over a million in prosperous 
years. When jobs are not plentiful, fewer people seem to 
look for them. The 1958 increase may be on the low side. 
But even so, it will probably be enough to give the 
unemployment figures another temporary boost. 

Thus unemployment may continue to be a _ serious 
economic problem for some months after business activ- 
ity levels out, and even after it turns up. The approach- 
ing elections virtually guarantee that it will be a political 
issue right through this year. But the rise in employ- 
ment, plus some increase in working hours and in wages, 
will create enough consumer income to bolster business 
outlook and provide a cheerier finish to 1958. End 
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Miss Fronces Baby Shoppe 








The FIRST Name... 





The GREATEST Name 
in the Wide Open 
Incinerator Market 


ay 





SMOKELESS - ODORLESS 
GAS INCINERATOR 






APPROVED 


under the rigid 1958 
standards of the 
American Gas 
Association 


super ©° distributor 
or write today! 


So ecosoomo 


TODAY’S MOST COMPLETE INCINERATOR LINE— 
ELECTRIC—GAS—FUELLESS! 10 MODELS IN ALL! 


Th co. Inc. 473-A Erie St., Huntington, Ind. 
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MORT FARR SAYS: 


OR many years the electric refrigera- 

tor was not only the main appliance 
sold by dealers—in many cases it was 
the only appliance. I sometimes wonder 
who would have sold the other major 
appliances if those refrigeration pion- 
eers had not had a specialty sales organ- 
ization ready to take them to market. 
Who would have sold those first electric 


» 


ranges ? 


BUT LOOK WHAT’S HAPPENED TO- 
DAY. The sale of refrigerators is rele- 
gated to filling the demand for the people 
who come into the store to buy one. It 
is probably the most neglected of our 
leading appliances. It is an indictment 
of the industry that such a flourishing 
business on such a needed appliance 
could drop from over six million units 
sold in 1950 to just about half that num- 
ber in 1957. This represents a drop in 
dollar volume from a billion six hun- 
dred million to just over one billion dol- 
lars in 1957 ...a decline of over five 
hundred million dollars in this one appli- 
ance. It is true the market for refrigera- 
tion is practically saturated, but this 
saturation should be in our favor. We 
have sold just about as many refrigera- 
tors since the war as there are wired 
homes, so that if we were only replacing 
those 12 years old or more, we should 
at least sell four million units a year. 
Certainly we should not expect the aver- 
age life of the refrigerator to the origi- 
nal purchaser to be over 12 years. How- 
ever, if we take 1957 figures which saw 
just over three million units sold and 
deduct the probable number needed for 
apartments and new homes, which was 
around a million units, it would indicate 
that sales for replacement were around 
two million units which means that it 
would take about 25 years to replace 
those boxes sold in the last 12 years. 
This rate of replacement must be stepped 
up. 


WHAT IS WRONG? First is the basic 
change in the concept of our business. 
I believe that the drop-off of refrigerator 
sales is now reflecting the fallacy of the 
supermarket approach ‘to major appli- 
ance merchandising. Those mass mer- 
chandisers simply can’t and don’t expect 
to create sales—they can only write or- 
ders. This is true in the sale of re- 
frigerators, but even more so in the sale 
of lower saturated items. Under our 
present system of merchandising we will 
be much longer bringing new products 
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Why Not Try 





Selling Refrigerators ? 





Mort Farr, Upper Darby, Pa., dealer 


into general acceptance if we don’t have 
the salesmen to take them to our cus- 
tomers individually. 


CENTRAL SERVICE HURTS. I believe 
that central service is another reason 
for the decline in the sale of refrigera- 
tors. This is particularly true in metro- 
politan markets where manufacturers 
have factory service set-ups that do the 
service for the discount operators and 
fast buck boys, so that a servicing deal- 
er has to compete with factory subsi- 
dized service. When all dealers had to 
service the refrigerators they sold the 
personal service of the dealer was a big 
selling point and was often the reason 
why the customer bought from one dealer 
over another. Today, with identical serv- 
ice for most accounts the customer buys 
where the price is lowest. The big loss 
in sales of new refrigerators because of 
central service however, stems from the 
lack of leads that dealers own service 
men provided previously. In many or- 
ganizations it was not uncommon for 
50% and more of sales of new refrigera- 
tors to come from leads turned in or 
actually sold by the service men. Serv- 
ice men are the only people invited into 
the homes of our customers and their 
views are respected by the consumer. 
Today the factory men and independent 
service men are interested only in getting 
the old box running. They seldom have 
an interest in, or any way of communi- 
cation to a dealer about a sale. Even 
when the customer has an expensive 
sealed-in unit to replace, it is more in 
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the interest of servicing companies to 
replace the unit than to recommend that 
the customer get a new box. 

Present profits also do not permit of 
this kind of creative selling due to the 
competition from mass merchandisers. 
This is just another reason why we must 
return to some of the ideas that made 
us successful, if we are going to realize 
the volume possible with salesmanship. 
We can’t expect to hire good salesmen 
unless we can pay them good commis- 
sions and actually some stores are mak- 
ing less gross profit on the sale of a 
refrigerator than should accrue to a 
salesman as commission. There must be 
enough profit also to compensate service 
men for the leads they provide. 

Another reason for the slide in re- 
frigeration sales is in the lack of selling 
the features of the new models. Too much 
emphasis has been placed on “was—is” 
advertising and price appeal of the low 
priced model, instead of playing up the 
modern features. Many women are still 
not aware that completely automatic de- 
frosting is now available. 


THOSE TRADE-IN ALLOWANCES. A 
more realistic trade-in approach is also 
necessary to attract customers’ with 
good useable refrigerators to trade. It is 
no inducement for a consumer with a 5 
or 6 year old model to know that they will 
get the same allowance as the customer 
who has a 20 year old inoperative box. 
This makes it necessary for dealers to 
know how to appraise and recondition 
and resell good trade-ins. 

Recently at least one manufacturer in- 
itiated a policy of a 10-year warranty on 
its refrigerators in order to sell more 
of their make. This is a very dangerous 
policy for the industry if other manu- 
facturers were to follow this pattern. 
What we need is a shorter guarantee for 
the industry. Why should we guarantee 
our appliances for five years, when the 
automobile manufacturers guarantee cars 
costing up to $5,000 for 90 days or 3,000 
miles. If our warranties were for one 
year and free service for 90 days we 
could interpret this liberally. As it now 
stands, the public expects even our most 
liberal guarantee to be extended, and 
never expects to pay for service. It is 
utterly ridiculous to guarantee a unit 
for 10 years if we expect to trade it in 
that time or less. In less than 10 years 
we should be selling new concepts in 
styling, electrical refrigeration and other 
innovations. End 
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THE MAILMAN DELIVERS TIME 


Almost 100% of TIME subscriptions go into the homes of your best 
prospects via the mailman. These people look for TIME. But they 
don’t just look at it—they absorb it. For in this era of complex news, 
they depend on TIME with a strong wanting-to-know, just as you do. 


In such an alert atmosphere, what’s new and what’s news in TIME’s 
advertising columns comes off the page with impact — gets attention 
from families who can match their interest in new appliances with 
an ability to pay for them. If your latest models are advertised in 
TIME, you can count on this: 


TIME DELIVERS FOR YOU 


—because it’s the favorite magazine 
of your best prospects... 











THE MAILMAN REACHES YOUR BEST PROSPECTS 


ONCE A WEEK 


The families that read TIME probably own more ready-to-spend 
liquid assets than any other group of their size. 


In fact, 53% of TIME-reading families have liquid assets of more 
than $5,000 per family—money that could be turned into major 


household purchases (with or without the scratch of a pen on a credit 
form) tomorrow morning. 





TIME —to beat the profit squeeze 











TIME families are community leaders —active, busy people with all 
kinds of civic responsibilities—from scout cubs to service clubs, 
from PTA’s to Fund Drives. In fact, community service occupies the 
attention of nine out of ten TIME families. 


Obviously, they have better things to do than chores. 





Households like these save time pretty much the way an office 
saves it. 


With machines. 


These clock-conscious families naturally go for the magazine that 
doesn’t ask them to swim through an ocean of words to find out all 
the essential news of their wider worlds—worlds that include music 


and entertainment as well as all the comforts and conveniences of 
modern living. 





They’re drawn to TIME for the same reason they are drawn to what- 
ever you have that makes their living more streamlined and enjoy- 
able—from portable T'V’s to built-in kitchens. And they have the 
mind and money to buy. So jot this down on your busy calendar: 





TIME —to beat the profit squeeze 





If your latest models are advertised in TIME, 
you can count on this: 


TIME DELIVERS 


—because it’s the favorite magazine 
of your best prospects 








Gas brings |home/automation with a 


Here's what she's looking for! Caloric’s automatic 


features give her ‘‘home automation” . . . make cook- 
ing almost as easy as turning a dial. You can show any 
customer why, just by demonstrating these features: 


THERMO-SET TOP BURNERS keep food at the ex- 
act temperature set... make every pot and pan ‘‘auto- 
matic."’ There's no constant watching . .. no worrying. 


MEAT THERMOMETER cooks meat ‘‘to order.” 
Stem is inserted in meat. Thermometer turns oven off 
automatically when meatis cooked pretisely as wanted. 


ROTO-RAY BARBEQUER lets the family enjoy a bar- 


CALORIC APPLIANCE CORPORATION, TOPTON, PA. 





Ultramatic Gas Range 


becue any time—rain or shine. Meat is basted in its 
own juices as it turns on automatic spit. 


CLOCK-CONTROLLED OVEN comes on by itself, 
cooks at the pre-set temperature, and turns off by 
itself. Cooks complete meals, even when nobody’s 
home. 


Demonstrate these features and she'll see why 
cooking with Caloric is almost as easy as turning a 
dial. She'll want to buy this handsome Caloric gas 
range that brings her ‘‘home automation.'’’ Remind 
her, too, that Caloric is ‘‘America’s easiest range to 
keep clean." 
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Send for additional sales helps! 


Caloric Appliance Corporation 
Department EM, Topton, Pa. 


Please send me illustrated sales litera- 
ture on Caloric Ultramatic gas ranges. 
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RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up! ... it’s easier fo 
sell RCA WHIRLPOOL than sell against it! 


Use of trademarks bgt ond RCA authorized by trademerk owner Radice Corporation of America 
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NOT A CONTEST, NO QUOTAS TO MEET — THIS IS YOUR BONUS FOR PURCHASING 
THESE NEW, “FIRST IN FASHION, FIRST IN COOLING” AIR CONDITIONERS! 


There’s nowhere more exciting than Las Vegas, Nevada... where entertain- 
ment is supreme... luxurious restaurants and night clubs open around the 
clock . . . top Hollywood and Broadway stars perform nightly . . . and even the 
nearby Lake Mead adds to your fun by providing some of the best sports fishing 
in the country. You'll stay at the fabulous Flamingo Hotel (air conditioned, 
of course), a favorite of famous movie personalities. Learn all about it from 
your RCA WHIRLPOOL distributor now! 


IN 1958... SELL THE CUSTOMER-APPEALING BEAUTY OF THE FIRST, 
TRULY FASHION-STYLED AIR CONDITIONERS. 


Only the new line of RCA WHIRLPOOL air conditioners is designed specifically to 
quickly snare and hold the attention of glamour-conscious women customers 
with exclusive, changeable beauty to blend with every decor — in addition to 
the finest cooling! Every model is a true air conditioner . . . it cools, dehumidifies, 
ventilates, filters, and exhausts... capacities up to 2 horsepower . . . special 
models for through-the-wall installation ... Lo-Amp., 115-volt models. . . and 
new Reverse Cycle units that warm efficiently as well as cool. Order now... 
get in on the extra sales and profits of the line of RCA WHIRLPOOL fashion-styled 
air conditioners and enjoy this fabulous, expense-paid vacation in Las Vegas. 
RCA WHIRLPOOL Central Air Conditioners also earn trips for you! 
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AIR CONDITIONERS ~~ 


ONLY AN RCA WHIRLPOOL AIR CONDITIONER HAS THE BIG FEATURE-FIRSTS THAT WILL SET THE SELLING PACE IN ‘58! 











First “Picture Panel” styling... 
Exclusive, translucent, illuminated, 
“Picture Panel’ has delicate pattern 
inlaid in plastic. Several designs to 
choose from so you change the style of 
the RCA WHIRLPOOL Imperial model — 
to suit your customer’s tastes— merely 
by changing panels. 
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First, separate 
Humidity Control . . . 


Now, you can regulate 
humidity to individual 
preferences to achieve 
(and sell) the maxi- 
mum in comfort 
conditioning. 








First 2-in-1 dials . . . 


Behind the ‘Picture 
Panel,” another sales 
plus . . . the new, sim- 
pler, easier to use, 2- 
in-1 dials with highly 
accurate settings. 





1958 


All-year ventilating . . . 
New, Weather Sealed 
cabinet needs no win- 
ter cover .. . permits 
use (and sales) of the 
RCA WHIRLPOOL Im- 
perial model all year 
for ventilating and 


exhaust. 








““See-out”’ 
compactness . . . 

Not just thin, but 
more compact, lower 
...RCA WHIRLPOOL 
air conditioners let 
light and view come 
through and permit 
you to see out. 


PAGE' 27 











it 


FOR KEEPS! 





“There is nothing finer 
than a Stromberg-Carlson franchise” 


A Stromberg-Carlson high fidel- 
ity dealer can rest assured that 
his franchise is protected. By 
policy, we sell through music 
stores, music dealers and top- 
grade appliance or furniture 
stores .. . and limit the number 


5 OF 


: 
F 
Cag 
~< 


Electronic and communication products for home, industry and defense .. . 
High Fidelity Consoles; School, Sound, Intercom and Public Address Systems 
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STROMBERG-CARLSON 


- Oirviston orf GENERAL DYNAMICS CORPORATION 


of these to the potential of the 
market. If you’ve considered 
dumping a line that’s merchan- 
dised on dog-fight principles, 
we'd like to talk to you. Just 
write S. E. Guzzy, Consumer 
Products Sales Manager. 


including 


GD 


1433 N. Goodman Street + Rochester 3, N. Y. AF 






HAVING ANY FUN? 


To the Editor: 

The February issue of H. G. 
Davis’ merchandising letter said 
what I tried to say at the bull 
session last month in Chicago. 
He quotes from a speech by a 
president of an _ advertising 
agency: 

“I am going to preach a short 
but learned sermon on Who’s 
Having Any Fun. My text is 
from Corinthian 2-8, which says 
a Man Who Spendeth His Life 
Gathering Gold for the U. S. 
Treasury Department and has 
no Fun Is a Sounding Ass and 
a Tinkling Idiot.” 

If you cannot get fun out of 
planning an ad and seeing it 
produce, closing a sale, working 
out terms so a customer can buy 
from you, getting slow pay ac- 
counts to come through with reg- 
ular payments, seeing your peo- 
ple grow in ability and earnings, 
running a business at a profit— 
then you are just working for a 
living. If you are getting Fun 
out of the job, it is an interest- 
ing life. 

Al Robertson 
17th & Classen 
Oklahoma City, Okla. 


“MONEY TALKS” 


To the Editor: 

I enjoy very much your edi- 
torials in ELECTRICAL MER- 
CHANDISING. The one in the 
February issue was particularly 
good. I think the utility com- 
panies should make a_ cash 
award to the retail salesmen— 
the old adage “money talks” is 
the truth, believe me. If you 
want a salesman to move some- 
thing, just pay him for it. 


THE LOUDSPEAKER .. . 






As far as their training 
courses go, not everybody can 
train a salesman. This takes a 
peculiar type of individual, and 
it cannot be accomplished over- 
night. Sales training is a day in 
and day out proposition. Usu- 
ally a utility company comes up 
with a “sales manual” and 
charges a dealer for each copy 
he gets and there is nothing in 
it that could not be read in any 
trade publication. The man who 
conducts the training sessions 
probably hasn’t come face to 
face with a retail customer for 
at least 20 years. 

As far as utility companies 
doing any financing for dealers 
—TI rather frown on this. If a 
dealer has been able to stay in 
business after what we have all 
gone thru he probably has a 
good local bank behind him, or 
he is no longer in _ business. 

The Electrical League in Spo- 
kane must have had a terrific 
dryer promotion. There the deal- 
ers were issued stock in Wash- 
ington Light and Power if they 
made their quota, and the retail 
salesman was given a cash 
award on each dryer. This type 
promotion could not help but 
bring results. 

Do you know there are very 
few Home Service Directors in 
this country of ours that can 
COOK—they have finished 
school—they are young and they 
are lovely to look at, but the 
facts, Mr. Wray, they don’t have 
it. Give me a woman who is rais- 
ing a family and has never seen 
the inside of a University and 
I’ll show you a real home service 
director. I know—lI have one. 

Thank you for your interest 
in our industry. 

C. W. Musburger 
Appliance Mart 
P. O. Box 1775 
Billings, Mont. 


HOW’S BUSINESS? 


That's the first thing dealers ask when they meet. Up until now there’s 
been no reliable answer to that question. But beginning next month, 
ELECTRICAL MERCHANDISING—long famous for its annual January sta- 


tistical issue—unveils a new sales reporting service. It will tell you at a 


glance How Business Really Is . 


. at retail . 


. in 25 key areas 


. covering 17 percent of the nation’s wired homes. Better yet, it 


will appear every month. Watch for it, starting 


APRIL, 


Next month in ELECTRICAL MERCHANDISING 
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ELECTRICAL MERCHANDISING—APRIL, 





2nd Annual 


U. 5. WORLD 





TRADE FAIR 





MAY 7-17,195@*NEW YORK COLISEUM 


Here—under ONE roof—are the latest foreign technical advances for the appliance, radio and television 
industry . . . truly a universal WAREhouse of electrical appliances and equipment — many non-competitive — 
designed to spark-up sales and mark-up higher profits for you. A wide array of modern-as-tomorrow engineering 


achievements, featuring new materials and methods . . 
Asia, Africa, Canada, South and Central America. 


. here today from the markets of Europe, the Middle East, 


FOREIGN PRODUCTS LEAD THE WAY TO HIGHER PROFITS! 


Complete lines of advance - design, custom-styled 
appliances are on display . . . many for the very first 
time in the United States. See, study and shop these 
exclusive lines of high-profit items, including . . . 
HOME ELECTRICAL APPLIANCES + LIGHTING FIXTURES + RADIO 
AND TELEVISION EQUIPMENT + ELECTRO-ACOUSTICAL EQuIP- 
MENT + SEWING MACHINES + HI-Fi EQUIPMENT, PHONOGRAPHS, 
RECORDS + HARDWARE... and a host of other Items! 


Save time and money by shopping the markets 
of the entire world under the convenient roof of 
New York’s famed Coliseum. 


No red tape, no vaccinations, no charge! 
Just present this registration card at the portals of 
New York City’s Coliseum and the doors open wide 
to you on the products and services of the wide, 


wide world. a 


Seudttodiay Grr Your poss peck 
tr the greocsst wworketploce 


riod 
cweeeeeeeseeeeeeeeoeeaeaeeoeseseeseecoe 





1958 


The First Annual U. S. World Trade Fair, held in 
April 1957 at the Coliseum was an outstanding seccess 
... attracting 127,780 buyers and over 700,000 visitors 
from all parts of the world. 3,000 exhibitors from 60 
countries displayed their wares. It was the largest and 
most successful International Trade Fair ever held in 
the United States. The number of exhibitors for this 
year’s Fair already surpasses last year’s figure—guaran- 
teeing that the 1958 Fair will be even bigger and better. 


REGISTRATION COUPON FOR THE TRADE ONLY 


Save time by registering NOW. Fill in and mail this registration coupon 

to the address below 27d your admission credentials will be mailed to you. 

There is no registration tee. 

Please check below if you wish us to make hotel reservations for you. 
PLEASE PRINT 





i oe a 
FIRM —s eee PE OLE SSL 
dee neta ie Sl ccocged 
CITY en |S 





TYPE OF BUSINESS 


PRODUCTS MFG'D OR SOLD. ell 
Please check below the classification of your business 





() Wholesaler 0 Exporter [] Dept. and Chain 
0 tmporter O Mfrs.’ Agent Store Buyer 
O Retailer 00 Manufacturer {] Other 


(0 Please send us your hotel reservation blank. 


UNITED STATES WORLD TRADE FAIR, 331 Madison Ave., New York 17, N.Y 
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ANOTHER GREAT GAS RANGE FIRST FROM ROPER! 


F-RANGE 
SSERIE, 
ERTICAL 
ROILER 

AND GRIDDLE 


Revolutionary ROPER 


Rotis-0-Grill 


Pulls More Prospects — 
Makes More Sales 


Here’s 4-way cooking convenience never before offered! 
“Rotis-O-Grill” twin burners provide instant heat, 
penetrating radiant heat. Clean and spatterfree 
barbecuing, broiling or grilling. “Thermo-Spit” meat ther- 
mometer ends guesswork. “Rotis-O-Grill” adds welcome 
extra capacity to the cooking top, too . . . does more 

jobs at once. Make your selling easier, more profitable . 


SPATTER-FREE GRIDDLE sell “Rotis-O-Grill” . . . another exciting innovation 
from Roper, “America’s Finest Gas Range.” 
Cooks with Radiant Heat 


=) | L 


"Thermo-Spit'’ Meat Thermomete: GEO. D. ROPER CORP., KANKAKEE, ILLINOIS 




















"America's Finest 


WRITE TODAY FOR GAS aaa 


FULL INFORMATION 











a, than ever! 











@ King-size 20" oven © “Insta-Matic'’ Oven Guardian © "Insta-Lite" automatic lighting ® and many more 
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OTHER ROPER ADVANCES TO HELP YOU SELL: “Tem-Trol" Automatic Top Burner * "Circle-Simmer Speed Top _ 
Burner 


Par ee Oe ee 
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Here are fans with all the glamour and sparkle 
of today’s square, slim modern look. Smart decorator 
colors of mocha brown . . . off-white high 
impact resistant plastic diffuser grille . . . gleaming 
gold instrument panel make the deluxe fan a sure 
sales winner. All other models are equally as modern 
with the slim trim look. Just seven Fasco models 
are all you need to give a complete selection to your 
customers. There’s a fresh look all about Fasco— 
new line—new prices—new sales policies. Send 
in the coupon for beautiful color catalog and 
complete information. 
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Make sure you have the New 


There’s a fresh look at 
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FASCO INDUSTRIES, INC. 
North Union and Augusta Streets 
Rochester 2, New York 


Please send me full information on Fasco Fans with the Slim 
Trim look 
Name__ 


Company 





Street___ 





<a 
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Theres nothing so p 


Better Homes & Gardens is a monthly parade of ideas about the 
wonder-world of things that interest home-and-family-centered men 
and women and their children. Ideas that lead them on and on, 
from one thing to another. 

Redecorating the girls’ room, for instance. BH&G sparks the idea 
in the first place. Which leads to how-to-do-it ideas. How to organize 
the beloved paper “‘litter’”’ that’s part of growing up. (Idea: a giant 
bulletin board.) Where to house a record player, records, radio. 











Idea power in action: BH&G inspires a roomful of ideas for teen-age sisters 


owertul as an idea | 


(Idea: a window-wall with a built-in abundance of shelf and drawer 
space.) Ideas for curtains, bedspreads, slip covers, rug—and all from 
the pages of Better Homes & Gardens! 

BH&G’s readers literally “live by the book”—and “the book” is 
Better Homes & Gardens. That’s what makes BH&G unique among 
all major advertising media as a showcase for any product that helps 
families to live better. Meredith of Des Moines . . . America’s biggest 
publisher of ideas for today’s living and tomorrow’s plans 


ot America reads BHaG the family idea magazine 


4,500,000 COPIES MONTHLY 
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LEDENE, 


south America Paris 


Earn an expense-paid 
trip by selling the new 
RCA WHIRLPOOL! _ ~~ 


We.) V egas 


gone London 


Mexico 
City 





Only the new RCA WHIRLPOOL has a special cycle 
to cool wrinkles out of Wash ’n Wear fabrics 


Suspension cooling is the big news! And, it’s another 
reason you have the strongest sales story with 
RCA WHIRLPOOL washers. In WASH ’N WEAR 
cycle, after wash period, wash water is drained and 
replaced intermittently by cool water. This con- 
tinues until water is tempered to cool the fabrics 
exactly as recommended by fabric makers. Thus, 
Wash ’n Wear garments are (1) washed at the 


Automatic Fabric Control selects the correct temperature, 
speed, and time for the fabric you want to wash . . . from 
60 combinations! 


3 Separate Cycles with 2 speeds give you a normal action for 
“regular” fabrics . . . a 14 slower action for “‘delicates” .. . 
and a cycle for Wash ’n Wears! 


Lint-Free Washing with built-in, full-time lint filter that screens 


correct temperature that’s required to get them 
really clean, and (2) cooled while held in suspension 
to restore natural resistance to wrinkling and avoid 
spin-set wrinkles. 


lint and soap scum out of wash and rinse water. 


5 Washing Temperatures give you the right temperature for 
every fabric . . . HOT, MEDIUM, WARM, COOL, and 
COLD . . . thermostatically controlled. 


AND, YOU GET... 

e Exclusive Suds-Miser®, built-in suds 
return system saves over 2500 gallons 
of hot water yearly. 

e 2 rinse temperatures ... warm or cold. 


e Plus many more most-wanted washing 
features. 


See your RCA WHIRLPOOL distributor 


A) Whinkpoot 


AUTOMATIC WASHERS 4% 


RCA WHIRLPOOL Home Appliances 
Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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No extra salesmen! 


No increase 





in overhead! 










s yersatil- 


ma 
Combines famed ae prio baad 
° _ : y Yr 
ity with thrilling rols 


Dial-A-Tone Cont 
y s in pop- 
for thousands of new ee oa 
lar classical or church m re 
‘ pie THRILL put a record ¢ pu 
4 8 f ay “S 
wifi phonograph and pl deer 
with the orchestra on the r 


and exclusive 


COMBINES BOTH BIG TRENDS IN HOME ENTERTAINMENT! New 


‘Thomas Hi-Fi Combination is a “natural” for today’s market — 


You know about hi-fi. But did you know that electronic organ 
sales have multiplied 7 times in the past 5 years ? 

In this dynamic business, Thomas has jumped to #2 spot in 
ust two years! Reasons: Thomas builds consumer demand into 
every organ. Because of exclusive patents, we can price them 
well under comparable organs! 


Thomas normally sells through the 
music trade, but franchises are available 
to aggressive specialty dealers. If you can 
merchandise and sell, our way, we may be if 
able to offer you the hottest deal in home C 
entertainment today! 















Thomas Hi-Fi cael 

all the clarity and beau : 

h-fidelity reproductio 

enclosure has . 
ed speakers and ag one 

network. Amplifier oe : 

of peak power. Fine 4 SP 


matic changer, two je 


The new 
tion gives | 
of true hig 
360 stereo-ty pe 


NO COMPETITION FOR FULL MARGIN ON $795 SALE! The new 
Thomas Hi-Fi Combination is exclusive from the Thomas Organ 
Company. No one else makes a comparable instrument. As a fran- 
chised dealer you have no price competition...sell at full retail. 
No cut prices. Thomas closely held franchise organization means 
real profit-protection! 

SELLS ITSELF ALL DAY AT NO COST TO YOU! Simply plug it in. 
The Thomas Hi-Fi Combination special demonstration record 
attracts traffic...holds interest...produces prospects ! No increase 
in overhead. No increase in payroll. 


ALL-ELECTRONIC—NO SERVICE HEADACHES! Thomas Hi-Fi 
Combination is all-electronic—factory quality-controlled for long 
service life. Completely guaranteed. Uses standard components 
throughout ! 


CALL ° WIRE * WRITE FOR COMPLETE Thomas’ FRAN 


7~ 
weled needles - 





ALLIED APPLIANCE CO. 
Boston, Massachusetts 


D & H DISTRIBUTING CO 


“—— Baltimore, Maryland 
cy -Y, 
ORC DAY MUSIC CO 
: Portland, Oregon 
ISTR 
Db FOSTER-SILVEY CO. 
Atlanta, Georgia 
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HOLLANDER & CO. 

St. Louis, Missouri 

IGOE BROS. 

Newark, New Jersey 
KEYBOARD DISTRIBUTORS 
Los Angeles, California 


LONE STAR WHOLESALERS 
Dallas, Texas 


APRIL, 


LONE STAR WHOLESALERS 
San Antonio, Texas 


N.Y. ORGAN DISTRIBUTORS 
New York, New York 


PEIRCE-PHELPS 
Philadelphia, Pennsylvania 


ROTH APPLIANCE 
DISTRIBUTORS 
Milwaukee, Wisconsin 
RADIO EQUIPMENT CO. 
Indianapolis, Indiana 


ROYCRAFT COMPANY 
Minneapolis, Minnesota 
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A sure-fire increase 












simplified So 
y tunes on the —: 
cord on changer, - J 
1 Course inclu a 
is ( 
4 LP recor 
ion 
li instr uct | 
7 sons) in ae ste W 
ss 


> urs at 
value, yO ’ 
- noah the elincher” to 4 3 


' 
j j sale * 
Hi-Fi C ombination sal 
as 


A full year ’s lessons ; 


anyone can pla 


Just put re 
play right opted 


TEACHER! 


cost 
Thom 


NO STUDIO—NO TEACHERS REQUIRED! No need for a costly 
teaching studio in your store. And any customer’s fear of tire- 
some lessons or endless practice eliminated by exclusive built-in 
teacher-record album. 


TRAFFIC-BUILDING ADVERTISING MULTIPLIES PROFITS by pro- 
moting the new Thomas Hi-Fi Combination in national maga- 
zines, on television and radio. Builds traffic for you! Liberal co-op 
advertising allowances. 


ANOTHER “RETAILING REVOLUTION” FROM THOMAS -~—spe- 
cially designed for aggressive, merchandising-minded retailers 
who can qualify for Thomas franchises. A sideline that is be- 
coming a profit-making headliner! 


CHISE INFORMATION 





THE SAMPSON COMPANY 
Chicago, Illinois 


SUPERIOR DISTRIBUTING CO. 
Kansas City, Missouri 


TEMPO ELECTRONICS 
Denver, Colorado 


VANGUARD DISTRIBUTORS 
Cleveland, Ohio 


WM. F. WINSTROM 
ORGAN SALES 
Holland, Michigan 
MERCURY IMPORTING 
& DISTRIBUTING CO. 
Winnipeg, Manitoba, Canada 
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, 1958 


in net profit! 


OMBINATION 
MATIC SALESMAN! 








« Demonstrates itself! 

« Sells Itself! 

*« No Special Salesmen! 
*« No Studio Needed! 


ee ee eee 


a etal cena ec bc ic in Gael cae ll ce ce neste cnsk ns 





THE AUTOMATIC SALESMAN 
DEMONSTRATES AND SELLS FOR YOU! 


Just put the special self-selling record on the phono- 
graph. Customers get a full demonstration of the 
instrument’s capabilities—thrilling organ, true hi-fi 
reproduction plus both heard simultaneously ! Your 
sales force can concentrate on merchandise that 
needs personal salesmanship—the new Thomas 
Hi-Fi Combination will sell itself! 





Hc ce ees oD co 








® i 

OmMaSs orcan co. | 

Div. of Pacific-Mercury Corp. 1 
8328 Hayvenhurst Ave., Sepulveda, California i 
Rush complete details on a Thomas franchise! i 
Name. i 
I 

Address j 
City Zone___State. 2 I 
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Never before has Magic 
Chef had so much to offer, 
to gas range dealers... 

... and to gas range pros- 
pects. Take, for example, 
the woman who makes the 
brand selection in almost 
every gas range purchase. 

She knows and respects 
the famous Magic Chef 
name. To her it means the 
best—in design, in perform- 
ance, in workmanship. Like 
a magnet, it attracts her to 
your store. 

And once there, she sees 
your 1958 line of classic 
modern Magic Chef gas 
ranges. Then it happens... 


She looks at the styling 

... like magic she’s sold! 
She looks at the features 

... like magic she’s sold! 


She looks at the price tag 
... like magic she’s sold ! 





there’s new magic 





in an old name... 


the priceless 


Magic Chef* 


...With a new price tag that sells 
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...the plastic hose that puts more 
sales appeal into your product! 


FREE SAMPLE! 


Dayton Awhbex 
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4 COLORFUL DISPLAY DEALS 


sales tested displays that will stimulate impulse buying 


12-CLOCK ALARM 
ASSORTMENT (A3) 


You sell $77.72 
You pay 48.73 
Your profit........$28.99 


12-CLOCK KITCHEN 
ASSORTMENT (K1) 


You sell $73.76 
You pay 46.51 
Your profit $27.25 


6-CLOCK ALARM 
ASSORTMENT (A4) 


You sell $40.37 
You pay 
Your profit $15.20 


6-CLOCK KITCHEN 
ASSORTMENT (K2) 


You sell $35.88 
You pay paais,, 
Your profit $13.15 





FREE with each of these 4 deals — colorful, permanent turntable 
displays for island or counter... open displays for counter or wall 
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.. electric clock deals make 
big profits come easy 


2 ‘‘BAKER’S DOZEN’”’ DEALS 


either one will give you a gross profit of over 50% 


FREE CLOCK with each of these 2 deals 


*Baker’s Dozen Deal (A-6) *Baker’s Dozen Deal (KA-5) 


You buy 12 fast-moving Ingraham electric You buy an assortment of 8 popular Ingraham 
alarm clocks, retailing from $3.98 fo $7.98. electric alarms (retailing from $3.98 to 


$6.98) and 4 Ingraham kitchen wall clocks 
Your Cost: $45.86 (retailing from $3.98 to $8.98). 


Your Cost: $42.88 


“FREE 
with either deal, this beautiful 


Ingraham “Empress” electric alarm, sell- 
ing for $9.50. It will be shipped direct to 
you upon receipt of the postage-paid re- 
quest card included with each assortment. 








THE E. INGRAHAM COMPANY, BRISTOL, CONNECTICUT 
Please ship the following deals through my Ingraham Distributor 


eS ee, 
K2 
A3 


A4 
Age CITY & STATE 


are I 


BRISTOL CONNECTICUT 


KAS5 DISTRIBUTOR 





~--------------------5 
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Las Vegas 





south America 






Earn an expense-paid 
trip by selling the new 
RCA WHIRLPOOL! 






Mexico 
City 









Only the new RCA WHIRLPOOL has 3 cycles...one 
specifically for wrinkle-free drying of Wash’n Wears 


A separate Wash 'n Wear cycle... 


This all-new cycle eliminates drip-drying . . . gives Wash ’n 
Wear garments the extra care they need to dry them wrinkle- 
free. The secret is a special 10-minute cooling-fluffing period 
in the cycle that finishes them perfectly, ready-to-wear! 


Regular and Delicate cycles... 


One setting automatically provides correct drying heat and 
time in each cycle. REGULAR cycle is for all “regular” 
fabrics . . . DELICATE is for sheers and dainty items. 
Ultra-violet lamp gives clothes a sweet, fresh-air fragrance! 


Plus many 
other features to 
give you 
the strongest sales 
story ever! 


Shuts itself off at dry enough... 


No more overdrying or underdrying. Dryer shuts itself off 
at dry enough because amazing Moisture Minder senses 
when clothes are just right for wearing or ironing. No need 
to dry a load twice... no worry about getting clothes too dry. 


New Automatic Fabric Control... 


Ends guesswork! Just dial the built-in Fabric Control to the 
fabric you want to dry. You'll see the recommended settings 
for cycle, size of load, heat or air selection . . . and you can 
even choose the way you want the load to be finished! 


See your RCA WHIRLPOOL distributor 


A) Whinkpoot 


GAS OR ELECTRIC DRYERS 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 





Use of trademorks fg§ ond RCA authorized by trodemork ner Rodie Corp of Ame 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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NEW (1/2/21, SID/Z 
BY CHEVROLET 


Here’s the new sweetheart of the Task-Force 
fleet, Chevrolet's new Fleetside pickup! No 
truck has ever been better to /ook at...or 
better for your business. 


Long, sweeping lines, graceful body contours . . . new 
truck appearance that’s fleet, dashing and completely 
modern! Yet there’s even more to the new Chevrolet 
Fleetside than the striking beauty that first meets your 
eye. There’s size, for instance: extra room inside to pack 
many additional cubic feet of payload. And with double- 
walled lower side panels, durable hardwood floor, and 
solidly constructed full-width tailgate, the new Fleetside 
is the toughest of pickup bodies, too! A new adjustable 
latch keeps graintight tailgate free from rattles. 

Here’s a new high in hard-working utility, matched by 
new styling that makes you stand out on any street. See 
the new Fleetside at your Chevrolet dealer’s now! ... 
Chevrolet Division of General Motors, Detroit 2, Michigan. 








More load space than any other comparable low-priced 
pickup. In lengths of either 78 inches or 98* inches and 
a full six feet in width, this new body actually provides 
50° more cubic capacity than the conventional 
pickup box! 


*Optional at extra cost. 


Plenty of work-whipping hustle and muscle. Your choice 
of two great engines—standard 145-h.p. Thriftmaster 
6 or optional at extra cost 160-h.p. Trademaster V8. 
And truck-engineered chassis components will take all 
the abuse your most bruising hauls can give them! 





== CHEVROLET TASK: FORCE TRUCK 
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This big ‘‘Moist-Cold’’ automatic defrosting refrigerator and 108-lb. true home freezer give 
you 14 cubic feet of usable capacity. You'll love the big Roll-Out Freezer Basket; the 
Exclusive Breakfast Bar; removable, Roll-Out Fruit Basket; and Portable Bottle Basket. 


Presenting i 


THE NEW 1958 “STYLE ' MARK’ 
REFRIGHRATOR~ FREEZERS 


Now, for your kitchen, thrilling new other refrigerator is so perfectly designed 
beauty .. . finest expression of the high for your convenience. 
quality always built into every Kelvinator 


refrigerator Feast your eyes on these “‘Style Mark” 
wescoenat beauties at your Kelvinator dealers. See eee B/a Jada Gr 


You find this superior quality in your own good taste expressed by the 

Kelvinator’s flawless foodkeeping. You richness of French Vanilla interiors with Division of American Motors Corp., Detroit 32, Mich. 

“xpe . rears in the life- their accents of gold and white. nd 

experience it ae =e _— ees ¢ ’ " s oO _ “ ping A Z AMERICAN MOTORS MEANS LIVE BETTER 
: C nd y “ove > easy S Ww 2 A : 

time construction and tame < epenc ADILItY C isco er ow easy it Is to OWT! e one i 4 > MORE FOR AMERICANS ELECTRICALLY 

of vour Kelvinator. And you’ ll find that no that’s right for your needs. Sense?” 














is advertising the sensational new 


On the opposite page you see an example of how Kelvinator 
“Style Mark” refrigera- 


tors in national magazines. And on this page you'll find a 


dealer expressing what he and thousands of other dealers 
think of these refrigerators—and of Kelvinator. 


Ask John Dacy, He'll Tell You: 





Mr. John Dacy—a Kel- 
vinator dealer in Wood- 
stock, lil., since 1938. 


“MY 20 YEARS GROWTH WITH KELVINATOR IS SUMMED UP 
IN THESE NEW ‘STYLE MARK’ REFRIGERATORS” 


“Kelvinator Quality and Engineering Leadership, Together With Kelvinator’s Retail-Minded 
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“I'VE NEVER BEEN MORE PROUD than I was the day | opened my brand 


new store. These new Kelvinator “Style Mark’ refrigerators were a real fea- 


ture for my opening,” says Mr. Dacy, who stands outside his new store (above). 





“TWO THINGS YOU DON’T HAVE TO 
SELL,” Mr. Dacy declares, “are ‘Style 
Mark’ styling and Kelvinator quality. 
We have already found that women love 
these sight. And just 
mention Kelvinator quality, as we always 
do, and they usually say, “Yes. | know!’ ” 
remark about this 
same recognition of Kelvinator quality. 


refrigerators on 


Dealers everywhere 


“EVEN KELVINATOR MANUFACTURING 
1S RETAIL-MINDED,” says Mr. Dacy. 
At Grand Rapids (second from left), 
with Gerry FitzGerald, Chicago Zone Man- 
ager, and dealers LaMar Zimmerman, Sr., 
Paul Raddatz, and LaMar Zimmerman, 
Jr., he marvels at an intricate panel 
which controls the refrigerator industry's 


most modern production equipment. 





Approach to the Dealer, Have Been Big Factors in the Success of My Business” 








His former store was completely destroyed by a disastrous fire. He adds, 


“Now I’m fixed to take bigger advantage than ever of the business-build- 


ing help I’ve learned I can always expect from Kelvinator.” 


FOR YEARS A “KEY DEALER,” Mr. Dacy 
lost his “Kelvinator Key Dealer” plaque 
in his big fire. Here, on a visit to the 
Kelvinator factory in Grand Rapids, he 
receives a new plaque from William L. 
Hullsiek, Kelvinator Merchandising Man- 
ager, in recognition of his many years 
as a successful, high-volume Kelvinator 
dealer in a city of 8900 population. 





“| DON’T MISS ON KELVINATOR PRO- 
MOTIONS,” says this 20-year Kelvinator 
dealer, “because they have been paying 
off for me for years.” Here Gordon Zander, 
Kelvinator Chicago Zone District repre- 
sentative, helps Mr. Dacy lay his " 

for building traffic, excitement and 
sales with his “Lucky Star Sell-A-Bra- 


tion,” Kelvinator’s big Spring promotion. 
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A LADIES’ HOME JOURNAL 


| LEADERSHIP REPORT [O 


You're No.linher mind = 
when you're in her No. 1 magazine! 








Ladies’ Home Journal 
reaches more women 
more effectively than any 


other magazine on earth! 


The Journal understands women and their 
needs so well, speaks their language so well, 
that millions of women turn confidently to 
it for advice in every phase of their lives. 


Among all women’s magazines the Journal 
continues as NO. 1 IN CIRCULATION (now 
averaging over 5,700,000 copies) and NO. 1 
IN NEWSSTAND SALES. 


It is also NO. 1 IN ADVERTISING among all 
women’s magazines (total 1957 revenue: 
almost $30,000,000 —a 14° gain over 1956). 


NO. 1 IN APPLIANCE MERCHANDISING 
The Journal’s appliance merchandising pro- 
gram is designed to encourage retailers to be 
more creative, more imaginative, in their sell- 
ing. Every year the Journal holds a competi- 
tion for “Creative Retail Salesman of the Year 
in Appliances, Radio-TV.” 
Every month theJournal 
provides distributors 
with a kit full of spar- 
kling merchandising 
ideas to help stimulate 
their retailers’ thinking. 
Journal merchandising 
pays off directly, for 
both retailer and manu- 
facturer, in increased 
sales of Journal-adver- 
tised appliances. 


Never underestimate the power of 


the No. 1 magazine for women... 


A CURTIS PUBLICA 
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Here's a tie-in that 
will wrap-up more 





dehumidifier sales! 


Honeywell’s Automatic Plug-In 
Dehumidifier Control 


e New low 411.95 Retail Price 


e Simplified, automatic action 


e Just plug it in 


OS a THE WAY to cinch more new dehumidifier sales 
and pick up plus profits from the hundreds of dehumid- 
ifier owners already in your community. 

Show customers how easily they can have automatic “‘set- 
and-forget’’ protection against moisture damage—without 
the bother of manual operation. 

Trips to turn their dehumidifier ‘‘on”’ and “off” are ended 
—and so is continual guesswork eliminated by an auto- 
matic control. 

This Honeywell control turns their dehumidifier ‘‘on” 
only when it’s needed—when the humidity reaches the se- 
lected dial setting. And as soon as the humidity drops, “‘off”’ 
goes the dehumidifier, automatically. 

Automatic operation saves money, too. Without need- 
less operation there’s less wear on the unit and less elec- 
tricity used. 


Get complete details on this easy profit-maker. Call 
your wholesaler or jobber. Or mail coupon today— 


Honeywell 
HY iat ww Coutol 
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MINNEAPOLIS- HONEY WELL 

Dept. EM-4-62, 

Minneapolis 8, Minnesota 

Please send me complete information about the Honeywell Automatic 
Plug-In Dehumidifier Control. 

Name_ 

Firm_ 


Address_ 


At ei Pate... 
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George 


Andy 


George 
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Well, if it isn’t Bugs Bunny! What hare- 
brained scheme are you cooking up now, 
Andy? 


Very funny, George, very funny. But you'll 
stop laughin’ when you hear the great new 
idea I got for promoting Handy Appliances 
It’s stupendous! The Handy Golden Easter 
Egg Hunt! 


Well...I thought about it, George. And I 
wish I had thought about hard-boiling these 
eggs. But there’s so much appliance manu- 
facturer advertising in the Trib already. 


Sure. More than in any other newspaper in 
the world. Leadership like that is based on 
results. Remember, the Tribune reaches 
your biggest audience —more than 950,000 
families daily, close to 1,300,000 Sunday. 





George: 


Andy: 


Andy: 


George: 















Golden eggs? Then your costume’s all 
wrong. They come from a goose. 


Goose...schmoose! This is an Easter pro- 
motion. See what it says here? ‘“‘This egg 
worth its weight in gold on the purchase of 
any Handy Appliance! See your Handy 


"99 


dealer today! 








Jow! Even the real Easter Bunny would 

have a job covering that many! Maybe I 
would be better off concentrating in the 
Trib. 
I’m sure you would—because the Tribune 
really makes people want to buy. You'll 
reach more families, sell more appliances 
and make bigger profits. 
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George: 


Andy: 


_ 


But what are you doing with this gilded 
hen fruit, Andy? 


Shhhhhhh! I’m hiding ’em, George, all over 
Chicago. Then when people start finding 
*em, the biggest Easter parade of all will 
come marching right up to my Handy 
dealers. 


Those last words did it, George. I’m off! 
Where? 
To take back this bunny suit—and really 


make my sales grow just like rabbits by 
using the Tribune! 


ELECTRICAL MERCHANDISING—APRIL, 


Andy...Andy! That’s not the way to sell 
the big Chicago market. You’d reach a lot 
more customers by putting all your eggs in 
one big basket—the Chicago Tribune. 


People prefer the Tribune. 58°; named it 
most useful when buying an appliance, com- 
pared to 18°, 15° and 8% for other Chi- 
cago papers. 


Wont more hare-borled N 
sales results in the 


COM 


petitive Chicago 


market ? Calf any 


Chicago 


R. C. Tower 
1333 Tribune Tower 
SUperior 7-0100 


\ of the following. 


/ < 


=~ r , es 
Mi SSF | 


New York City 

E. P. Struhsacker 
220 E. 42nd St. 
MUrray Hill 2-3033 


Detroit 

W. E. Bates 

1263 Penobscot Bldg. 
WOodward 2-842? 


San Francisco Los Angeles 


Fitzpatrick Associates Fitzpatrick Associates 
155 Montgomery St. 3460 Wilshire Blvd. 
GArfield 1-7946 DUnkirk 5-3557 


| Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


& ‘ 
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*,..the right financing plan for 


dealers is as important as the 






right merchandise” 


says HERBERT F. LEvy, President, South Alabama 
Distributors, Montgomery, Alabama 


“COMMERCIAL CrepIt PLAN gives our dealers the 
‘complete financing facilities and the close 
cooperation that makes a big difference in 
today’s market. Without their floor plan, many 
of our dealers would lose sales because of inade- 
quate inventory. Their life insurance features 
and fast credit approvals are also important for 
closing sales. CommerciaL Crepir PLAN is the 
best known and the most popular setup in the 
appliance industry and, without question, the 
right financing plan for dealers is as important 


as the right merchandise.” 





Commercial Credit dealers 
are successful dealers 









Write or call our nearest office for complete 
information on the benefits of CoMMERCIAL 
Crepit Ptan. Why not do it today? 








A service offered through subsidiaries of the 
Commercial Credit Company, Baltimore . . . Capital 
and Surplus over $200,000,000 . .. offices in principal 
cities of the United States and Canada. 
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ELECTRIC HOUSEWARES: 


ein the dozen years since the end of 
World War II the dollar volume of elec- 
tric housewares has tripled, a stunning 
array of new products have made their 
appearance, and individual products have 
racked up amazing growth records. It’s 
true, of course, that the industry has 
at the same time undergone some severe 
growing pains in attempting to create 
a distribution pattern to handle this 
burgeoning volume of business. No one, 
however, argues that the accomplish- 
ments haven’t outweighed the problems. 

Everyone in the industry—manufac- 
turer, distributor and dealer—have 
played key roles in the industry’s growth. 
But in this Special Report the editors 
of ELECTRICAL MERCHANDISING have fo- 
cused primarily on the accomplishments 
of a number of dealers who have cashed 
in on the housewares boom. 

Here’s what you'll find . . . One of the 
country’s biggest dealers tells you how 
you can capitalize on self-service for 
housewares (page 44B) ... You'll dis- 
cover how two New ¥ ork dealers use 
drastically different approaches in ac- 
complishing the same goal, making 


money on cleaners (page 44G) ...A 





Denver merchant tells a startling story 

of how good window displays increased 

his clock volume (page 44F) ... And 
pecaeimasats AUBIN 

you'll be treated to a preview of some 

of this year’s newest housewares (page 


44J). All of this, conveniently packaged, 


ome p 
to help you to cash in on housewares. 


HOW 10 

CASH IN 

ON A 
LS 
ILLION 
USINESS 
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This is the self service housewares department of a mass 
merchandiser. In two self service areas like this, White 
Front Stores of Los Angeles is running up an annual vol- 


ume of $6.6 million in housewares 
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What can the average dealer learn from such a mass merchandiser? 


In a unique and provocative photostudy White Front president Harry Blackman 


tells you in his own words how 


YOU Can Make Money on 


Somer 
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Self Service 


S “self service” the answer to building 
a volume and making a profit in house- 
wares today? 
e “Yes,” says Harry Blackman, whose 
two White Front Stores in Los Angeles 
currently are moving housewares through 
self service at a $6,600,000 a year rate. 
Can “self service” for housewares be a 
practical approach for stores other than 
“mass merchants,” for the medium and 
small size appliance-TV-hi-fi and home 
goods stores? 
e “Yes,” says Blackman, whose present 
operation as a $16 million a year mass 
merchandiser grew out of his developing 
self-service impulse counters for toasters 
and table model radios in the grocery 
store he operated nearly thirty years ago. 
Housewares—electrical and nonelectri- 
cal—plus radios, table phonos and tape 
equipment, plus scores of goods not nor- 
mally close to housewares, are handled at 
White Front Stores in enclosed areas with 
a staff of 20 men and women, each of 
whom handles about $27,500 in sales each 
month on a straight salary basis. 
This volume, at an average markup of 
15 percent, is the result of mass mer- 
chandising techniques developed over the 
years by Blackman and his wife, Lillian, 
secretary-treasurer and active partner in 
the White Front operation. Not the least 
of the techniques has been market satura- 


SELF SERVICE PRICES must have two 
characteristics; they must be “cut 
prices” and they must be firm prices. 


“The public is refusing to pay extra 
for personal service when that serv- 
ice adds nothing to the value of the 
product ... Firm prices are the only 
way to build the type of confidence 
that brings people back here.” 


tion advertising through newspaper, ra- 
dio, TV to feature “you never pay retail at 
White Front’ (ELECTRICAL MERCHAN- 
DISING, April 1957, page 78). 

But equally important to White Front’s 
volume, and more so to its profits, has 
been the development of point-of-sale self- 
service merchandising techniques. 

More and more the term “mass mer- 
chant” is being used in describing dealers 
like Harry Blackman, Sol Polk, Steve 
Masters and others for whom the word 
“discounter” has become only partly de- 
scriptive—while thousands of discounters 
never became mass merchants because 
they relied on discounts and never devel- 
oped merchandising. If self-service house- 
wares departments like those at White 
Front Stores set a pattern for housewares 
supermarkets in the large cities, it will be 
more because of merchandising techniques 
than cut price alone. 

In the art of displaying housewares and 
using point of sale techniques to move the 
volume necessary to make a profit at cut 
prices, Harry Blackman has recently had 
a chance to pull all the stops. Opening a 
new store in Van Nuys last Fall, he put in 
the latest methods and the most up to date 
physical features resolved from his nearly 
30 years in retailing. These features, with 
Blackman’s commentary, are shown here in 
the accompanying photostudy. 
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THERE’S SERVICE even in a self- 
service store. Clerks like the girl 
at left make one offer to help, 
then wait for customers to re- 
quest assistance. In hi-fi and 
vacuum cleaner sections, spe- 
cialty salesmen are stationed to 
take advantage of traffic cre- 
ated by other self-service de- 
partments. 


‘A dealer should make full use 
of his self-service department 
even if it breaks every rule. 
Vacuum cleaners are not a self- 
service item—maybe never will 
be—but we have them in the 
self-service area because what 
they need most is demonstration 
to heavy traffic. We sell 150 to 


200 units on a week-end.” 


SIGNS OVER each display rack 
can be moved quickly if stock is 
moved or taken off floor. 


“Keep the customers moving 
and they'll buy more than they 
expected. These signs can be 
seen at a distance, and draw 
people to other displays. They 
keep customers from becoming 
frustrated searching for an 
item and suggest other types of 


pi oducts.” 


PROPER LOCATION of advertised specials like these waste baskets will keep 
customers moving, expose them to other departments. 


“You can make your advertising build exposure for any particular depart- 
ment you wish by putting the specials where you want the traffic. And you 
can spread out the specials so that you keep from having an unmanageable 


congestion of traffic at any one spot during peak periods.” 






























LONG AISLES have been created in new White Front store by using 32-foot 
display gondolas. 


“One way to increase your volume is to use long aisles so the customer 
is exposed to more goods. It’s better to have these aisles go sideways to 


the entrance so the customer doesn’t feel she is getting so far away.” 
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MASS APPEAL counter, usually devoted to inexpensive gift 
items, is centrally located on White Front floor. 


“For steady traffic and extra profit the self service depart- 
ment needs a bargain counter filled with items that everyone 
needs either for themselves or as gifts. These should be 
terrific bargains, but you can put here only what you buy 
at a price that allows you a good profit.” 
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PEGBOARD WALLS are used to display = 
i samples of one of each unit stocked 
by White Front. 


“You've got to let the customer know 
j you have every size and color if you 
want them to think of your self serv- 
ice de partment before that of a com- 


petitor or specialty store—and you 


. have to do it by display because if 
1 they don’t see what they want they 
, may not ask, they may walk out.” 








EASE OF SELECTION is vital in self service. Here, customers 
can take sealed cartons without disturbing the sample on 
the counter above. 





“Make it easy for your customers to get what they want— 
take every hindrance out of the way. When opened samples 
are on top of the stock, many customers either hesitate to 


disturb the display; or they may move it about and ruin 


its effect on the next customer. This arrangement is our 


Spe cial fe ature.” 


HIGH TRAFFIC ITEMS like plastic- 
ware should be spotted so that they 
build traffic for other departments 











like electrics and radio. the pickles and from 
| “Expose all traffic to all depart- which the store really profits.” 
“aj PLASTICS 
CERAMICS 

TV TABLES 
‘RADIOS 


how by putting the milk and eggs 





LONG PROFIT lines such as luxury, 
gift and utility items get prominent 
spits in White Front stores. 


“You have to have long profit lines 
in a good self-service housewares 
department, and not for the profit 
alone. Many of them are needed 


to make the department a full one, 


ments. The food market shows you 


in the back so you have to go by 


















to create traffic from people who 
otherwise would go to a depart- 
ment store. In this category we in- 
clude plastic dishware, china and 
crockery, silverware, braziers, lawn 
mowers and ceramics. It makes 
people know ‘White Front will have 


it’ in stock.” 


LOCKED CABINET for transistor radios cuts pilferage but is 
another area where customer must be “served.” 
“Pilferage is not the problem many dealers think it will be, 


but certain precautions have to be taken. We put all items 


of real value that could be concealed in a pocket up front 
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in view of cashiers at check-out. Locking up transistor 


radios has cut our volume, but eliminated theft.” 


















only 18 clocks. 
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MAGIC WINDOW drew big crowds intrigued by 
steadily rolling light bulb on plate glass 
stand (center background). Concealed fan 
kept bulb revolving in circle smaller than 
the plate glass. 


EMPHASIS ON NEW PRODUCTS in this window 
was helped when Sharp made the electronic 
cordless clock the center of the display. But 
“new” angle was also applied to such in- 
expensive models as a $4.50 kitchen clock. 













A SIMPLE IDEA became an effective display when Sharp used an 
artboard background and aluminum foil to create illusion of house 
standing in a grove of trees. Window was kept simple by using 











ill Displays 
Help 


Your Clock 
Business ? 


says this Salt Lake City dealer who 


managed to jump his clock volume 
250 percent in a year’s time by using 
windows like these 


N just over one year’s time Sharp Elec- 
tric in Salt Lake City has boosted its 
electric clock volume by 250 percent. 

Their secret: better use of their two 
display windows. 

“We've never found a prospect who 
didn’t agree that there aren’t enough 
clocks in the home,” explains partner 
LeGrande Sharp. The problem, of course, 
was to find these prospects. “By simply 
making our windows outstanding enough 
to attract people who had no previous 
intention of buying a clock, we can make 
sales which would be difficult to develop 
otherwise.” 

While many small appliances are used 
in these displays, none have been more 
successful than those devoted to clocks. 


APRIL, 


Sharp has won four national prizes in 
a manufacturer contest with his clock 
windows. 

Sharp follows a few simple rules. For 
one thing, he seldom uses factory-sup- 
plied display material. The reason: he 
wants his windows to look different from 
everybody else’s. Windows stay in place 
for two weeks. Budgets run up to $200 
per display. 

The firm doesn’t rely on good windows 
alone. The display work is carried out 
inside the store and the firm capitalizes 
on window-inspired traffic with persua- 
sive, aggressive selling. Backing up all 
this effort is a clock inventory worth 
$1700 which the firm turns at the rate of 
five times a year. 
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For Sobel: PARTS IN VOLUME For Adelman: STOCK IN VOLUME 


There’s more than one way of making money in New York’s fiercely competitive 
appliance market. Consider, for example, the completely different approaches 
dealers Dave Adelman and Walt Sobel take in handling vacuum cleaners and 


floor polishers. About the only thing they have in common is that 


They BOTH 
ake Money on Cleaners 





By JOHN RICHARDS To see how each succeeds in doing just that % 


ELECTRICAL MERCHANDISING—APRIL, 1958 PAGE 44G 



















CASHING IN ON HOUSEWARES oontnueo 


E keep at least 150 vacuum clean- 
W ers and some 80 floor polishers in 
stock at all times.” 

That’s Dave Adelman’s affirmative way 
to sell vacs and polishers. 

Adelman is knee-deep in vacs and pol- 
ishers despite the feeling among some re- 
tailers that, since these products have 
now entered the “traffics” category, they 
return so little that they are more head- 
ache than anything else. Adelman vigor- 
ously disagrees. 

“That’s negative,” he says. “And poor 
business. You can’t afford to be without 
vacs and polishers. If people come in and 
ask for them you’ve got to have them. 
Otherwise they’ll go somewhere else. Let 
them once get into the habit of going 
somewhere else, and it’ll kill not only 
your volume in these products but in 
other products as well. Besides, they’re a 
healthy part of my business.” 


NIRST and foremost Walter Sobel of 
4 Sobel Electric in Great Neck, N. Y., 
is a service specialist. He handles 
vacs primarily by servicing them. But 
thanks to his reputation for quick, com- 
petent repair work, he sells a healthy 
volume of vacs and floor polishers, too. 

His formula for success is deceptively 
simple. A major ingredient is a reputa- 
tion for good work. Equally important is 
attention to cost-cutting procedures 
which allow him to offer low prices on 
repair work. Finally, he allots five per- 
cent of his volume for advertising to gen- 
erate additional business. Reduced to 
these basics, Sobel’s formula for success 
as a service specialist is not far removed 
from the formula that a non-servicing, 
sales-only dealer might practice. 

Sobel won’t say in dollars and cents 
exactly what his annual volume is in his 
four stores (he has branches in Port 
Washington, Williston Park and Free- 
port). But half his total business lies in 
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In a year Adelman moves an estimated 
1,000 vacuum cleaner units. That’s ap- 
proximately 20 a week. At current aver- 
age prices his annual volume runs in the 
neighborhood of $50,000 to $55,000. The 
350 floor polishers he sells annually adds 
another $12,000 to this total. 

“We don’t use outside men and don’t 
bother with leads,” says Adelman. “But 
we do keep a complete stock of both 
products on hand, display them to ad- 
vantage, and sell at the most competi- 
tive prices in town.” 

It’s hard to look askance at his simpli- 
fied sales methods. Adelman builds the 
volume. And for 24 years he has success- 
fully operated a low-overhead establish- 
ment in downtown Brooklyn. His prices 
have always been competitive, and to this 
day he bristles when anyone regards a 
Johnny-come-lately discounter like Kor- 
vette as setting new pricing patterns. 


Adelman Stocks in Volume 


For Sobel, Service is the Key 


vacuum cleaners. Sixty-five percent of 
this represents service, the balance sales. 
But he is willing to be more specific on 
other matters. Take parts, for instance. 


Parts Buildup 

“T have a fortune in parts,” says Sobel. 
“Plus years of technical competence on 
my staff.” 

Sobel’s parts inventory in vacuum 
cleaners runs to some 10,000 items and is 
valued at about $20,000. He has invested 
another $5,000 in a lathe, buffer, drill 
press, armature undercutter, sprayer, 
compressor, and power hand tools. 

“T have switches and an assortment of 
hard-to-get parts that go back 20 and 
30 years,” says Sobel. Many of these 
come from a vacuum cleaner and parts 
“graveyard” in the basement of his 24 
by 70-foot location. 

The combined experience of the three 
men in Sobel’s Great Neck shop runs to 
50 years. Walt Sobel himself has tinkered 
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“Take my word for it,” says Dave. “I 
was the first discounter in the city.” 

There’s no question that customers 
have come back to him over the years. 
Prospects are spread throughout all the 
boroughs and suburbia. Today he has a 
mailing list of 30,000. And his customers 
among employees of industrial firms, 
banks, and city establishments run into 
the thousands. 


Profit Conscious 


Despite the urgency to meet and beat 
the prices of a Korvette outlet down the 
street in the old Oppenheim-Collins loca- 
tion, Adelman operates on a formula 
which is profitable. 

“Of course you have to sell promo- 
tional numbers,” he concedes. “On vacs 
in that category we make about $3. But 
that’s not the whole story. You look to 
the middle and upper range to improve 
this.” 

In this category he puts vacs which 
sell at from $50 to $60 and gross about 
$12. 

“Gross improves on top-end units sell- 


with service for some 15 years, gravitat- 
ing to it while apprenticing in his fa- 
ther’s appliance-TV shop in Flushing, 
then striking out into specialized service 
when his father retired in 1952. 

“For two years it was rough sledding,” 
Walt now admits, “first building up a 
parts inventory and then a customer 
st.” 

Today that file, segregated by outside 
and inside jobs, runs to 20,000 for the 
15-mile area around Great Neck. His in- 
timacy with the details of service and 
of low-margin operating is what enables 
Sobel to keep his business running with 
the precision of a missile in flight. On 
the one hand, he consistently offers 
skilled service at bargain prices. On the 
other, he personally sees that every cus- 
tomer is a satisfied one. 

Sobel’s service jobs usually involve 
tune ups, armature work, new brushes 
and the like. Most of these run from $8 
to $14. Asked about rebuilts, he quickly 


1958—ELECTRICAL MERCHANDISING 




















ing for over $100,” says Adelman. “These 
can yield $25. But 75 to 80 percent of 
vac sales give you up to $12 gross.” 

The pattern reverses for floor polishers 
says Adelman. 

“Better-traded units, of course, give 
you up to $6,” he says. “Others yield 
around $3. About 75 to 80 percent of total 
floor polishers sold gross you from 75 
cents to $3.” 

Other factors make Dave Adelman fa- 
vorably disposed to vacs, in particular. 

“Nine out of 10 people shopping for a 
vac are buyers,” he says. “And from a 
standpoint of returns for repairs and ad- 
justments, they require the least amount 
of call-back handling. Vacs are really one 
of the easiest products in the store to 
sell.” 


Stock and Display 
Among the vacuum cleaner brands 
Adelman carries are Hoover, General 
Electric, Westinghouse, Lewyt, Universal 
and Eureka. Floor polishers by Hoover, 
Regina, Sunbeam, General Electric, John- 
son, and Shetland are found in his stock. 


to Sales 


emphasizes that such jobs are a dying 
part of the vacuum cleaner business. 

“Usually such jobs run $20 for an up- 
right and up to $35 for a tank,” he says. 
“Gross is $5 to $10. That’s a better aver- 
age than new vacs selling for from $30 
to $80 and yielding anywhere from 50 
cents over cost and up to $10 or better. 
But what customer wants to spend $30 
on a rebuilt vac when she can go out and 
buy a new unit for as low as $30?” 


Sales Tough 


Sobel Electric handles Hoover, General 
Electric and Lewyt vacuum cleaners. 
3ecause he faces the competitive prices 
of discounters, department stores and 
other volume dealers, except for better 
traded items, the three to five sales a 
week at Great Neck are at slim margins. 

“Nevertheless you’ve got to handle 
them,” Sobel insists. “You might call it a 
courtesy service. We do the same with 
floor polishers.” 
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to Sell in Volume 


Recently Adelman revamped the front 
corner section of his store, lining one 
wall with pegboard and creating a can- 
opy across the front. In this section, op- 
posite his small appliance showcases, he 
has concentrated his small radios on tiers 
of shelves. He has also arranged his 
phonos in the section. At a prominent, 
high-traffic corner of this area Adelman 
has allocated space for his vacuum 
cleaner and floor polisher display. 

“We like them among the traffic items,” 
he points out. 

About the criticism of shrinking mar- 
gins, he has these concluding remarks: 

“Sure, we sell close to cost on some 
vacs and polishers. We have even sold 
at a loss to get rid of some. But the av- 
erage sale yields good dollars, usually 
better than the 50 cents to $2 some elec- 
tric housewares yield. You’ve got to take 
into consideration, too, that we get full 
price on better-traded lines. I still say, if 
you stock, display and average out your 
dollar take, vacuum cleaners and floor 
polishers can be a significant and prof- 
itable part of your business.” 


Gross dollar take on floor polishers 
priced from $33 to $54.95, and including 
Hoover, General Electric, Sunbeam, and 
Regina, can run up to $12. But in many 
instances it slides to 40 cents, down in 
the cellar, with some of the slim electric 
housewares margins common to metro- 
politan New York. By choice, Sobel sticks 
to servicing small appliances. He stocks 
some 10,000 parts, valued at $10,000, so 
that he can depend on small job repair 
work to build his reputation. Even for 
the still-growing sewing machine repairs 
Sobel has 8,000 parts, including motors, 
tension springs, and pulleys. In this as- 
pect of the business, repairs run from 
$10 to $20, and sales on new units, sell- 
ing for from $80 to $400, can yield be- 
tween $30 and $100. Sobel even stocks an 
assortment of so-called nuisance items— 
vac bags, belts and brushes, priced from 
35 cents to $1.25, and yielding very neg- 
ligible returns. 

“It’s all packaged together as service, 
supplemented by sales, in a specialized 
field,” says Sobel. “But I keep my hand 
in everything. I buy parts in volume, and 
discount every bill I can. The work must 
be expedited, and the activity dovetailed, 
so you operate on low margins.” 
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TWIN KEYS to Adelman’s cleaner and pol- 
isher business are broad stocks and good 
display techniques. Cleaners and polishers 
occupy prominent spot in this high-traffic 
area at front of Adelman’s Brooklyn store. 
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PARTS AND EQUIPMENT are the keys to 
Sobel’s operation as a service specialist. 
In addition to $20,000 parts inventory, 
Sobel has also spent $5000 for lathe, buffer, 
drill press and other hand tools. 


SALES ARE INTEGRAL part of a specialist’s 
operation, says Sobel, who sells new and 
rebuilt vacuum cleaners as well as sewing 
machines in branches like this one in Willis- 
ton Park, Long Island. 





CASHING IN ON HOUSEWARES ontwe 


\ LECTRICAL housewares manufac- 
turers have made available for 1958 

a variety of new designs, new con- 
cepts and innovations of old applications, 
additions and improvements in their lines. 

Outstanding in design is the General- 
Electric rotisserie-oven-broiler, an  en- 
tirely new approach to the portable rotis- 
serie field in appearance as well as per- 
formance and features. And, it is priced 
so specialty dealers can make a comforta- 
ble profit. 

In the frypan field there has been an- 
other design upheaval. It started early in 
1957 and rapidly snowballed to a point 
where now for the 1958 markets prac- 
tically every leading frypan maker offers 
a frypan which is completely immersible 
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By ANNA A. NOONE 


for cleaning when the detachable thermo- 
static “probe type’ control is removed. 

Many of these same frypan makers 
have added a variety of automatic “pots 
and pans” in another trend toward “a 
family of appliances.” In these family 
groupings, a single detachable thermo- 
static control is interchangeable to oper- 
ate as many as seven different cooking 
devices of a particular brand. Many “fam- 
ily groups” include an assortment of fry- 
pan sizes, saucepans, griddles, dutch ovens, 
double boilers, pressure cookers. 

As this new trend toward detachable 
controls has developed many manufac- 
turers discarded their former thermostat- 
in-handle models. Others, however, have 
prudently retained them until a little more 
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certain of how consumers will accept the 
newer devices. These latter producers 
have increased their lines to include de- 
tachables. 

Important improvements have also been 
made in steam irons, blenders, vacuum 
cleaners, floor polishers and toasters. And 
the new electric can openers, first intro- 
duced in the fall of 1957, are now available 
nationally, and are making a strong bid 
for popularity. 

A healthy growth in built-in applica- 
tions of electric housewares is also evident. 

The accompanying photos give you a 
more detailed description of the more un- 
usual of these new electric housewares 
developments, plus a few non-electrics 
that can be sold as “related equipment.” 








G-E’s portable, thermostatically-controlled ro- 
tisserie-oven-broiler, has a control panel left, 
which includes temperature control; 3-way 
pushbutton selector for all cooking; Tele- 
chron timer that shuts off unit. 1500-watt 
Calrods; chromeplated interior; coppertone 
exterior; Price, $89.95 includes accessories. 


RCA-WHIRLPOOL “Imperial” cleaner, a work- 
able adaptation of “Miracle Kitchen” elec- 
tronic cleaner carries five tools in concealed 
compartment; 8-in. high, 13%4-in. wide, 19-in. 
long; weighs 14% lbs.; can be stored on 
closet shelf, under bed, or stood on end; low 
center of gravity prevents tipping. Also 
stands on end for cleaning stairs. 


SUNBEAM has added to its frypan line a re- 
movable, probe-type automatic heat control 
model R-L. Frypan, with control removed, 
can be immersed in water. Triangular shaped 
element provides uniform heat distribution; 
easy-to-see Fryguide on handle. Price, with 
control $15.95; control alone, $7.95. 
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WARING’s drink mixer—new in concept and 
design, for living room cocktail table, dining 
table, buffet or bar. Carafe contour of Cymel 
melamine in 5 decorator colors; weighs 3% 
lbs.; built-in motor; flared, stainless surgical 
steel turbo-blades spin 15,000 rpm; 24-oz. 
capacity; 12-in. tall. Price, $24.95. 


UNIVERSAL’s probe-controlled line of appli- 
ances features a “Cookamatic” detachable, 
interchangeable thermostatic probe control 
to operate five appliances: two frypans with 
“peek-in” lids; a griddle and two saucepans. 
Prices, from $12.95 and $15.95 for frypans 
(“peek-in” lids, $4; metal, $3) Griddle, 
$16.95; saucepans, $14.95 and $18.95. 


SALTON, maker of “Hotrays” now offers a 
built-in model that can be fitted into kitchen 
cabinet, countertop or table. Only 1%4-inches 
thick, it fits flush with worksurface, does not 
obstruct drawer or storage space beneath. 
Four sizes from 11x20 to 16x28 inches. 
Hudee frame for each installation. 
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cory’s automatic, 4%-qt. “Party Chef”, 
chafes, casseroles, bakes, fries, roasts, braises, 
stews, steams; cooking guide on cover under- 
side; automatic thermostat and signal light. 
Dial provides temperature settings from 
“‘lo-to-450 degs.; 1100-watts. Price, including 
chrome-luster cover, $25. 


WESTINGHOUSE’S “Special”—the newest ap- 
pliance center, features 4 plug-in receptables 
—each outlet is protected by a circuit break- 
er, eliminating need for old-style fuses; 
electrically operated, 60-minute minder timer. 
It fits between studding of standard 4-inch 
wall, requires an opening of 14%x6 inches, 
connects to 240-volts, a.c. only. Price, $34.50. 


MORE> 


TOASTMASTER’s newest, a 3-slice toaster, 
“Triplette” No. 105 is designed for large 
families. Superflex timer provides uniform 
toasting; control dial provides desired toast . 
shade. Unit is fully automatic in operation, 
features hinged crumbtray; button release 
for easy cleaning. 














CORNWALL’S “Thermo Buffet Set” to keep 
food hot without overcooking, consists of 
an electric serving tray with gold-flecked 
surface and adjustable thermostat control, 
and an aluminum Thermo Server tray with 
molded aluminum cover. Designed to fit to- 
gether, they are sold separately. Tray in 2 
sizes: smaller, $14.95 to $16.95; larger $26.95 
or $28.95 with, silver or black anodized alumi- 
num frames. Thermo Server, $9.95. 
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NUTONE’S built-in radio-intercom in deluxe 
or standard models. Deluxe provides for 9 
stations, features AM-FM radio; 2-way pri- 
vate conversation between master and any 
remote station; monitoring from any station; 
phono-jack; synchronized sound control be- 
tween radio and intercom. Master control 
panel of copper anodized or stainless. Stan- 
dard model with AM radio, $129.50; Deluxe, 
$179.95. 


CASHING IN ON HOUSEWARES oonmue 


Non-electrics make news, to 









WEST BEND’S “family” with probe control in- 
cludes 3% qt. skillet; 3 qt. saucepan; griddle 
’n-server. Control plug provides 150 to 425 
deg. temperatures. Skillet, $16.95 (cover .50 
extra); saucepan, $12.95; griddle, $21.95; 
control plug $5.95. 


ECKO’S stainless steel kitchen tools with fruit- 
wood finish handles match modern kitchen 
cabinets and stove-utility mats with match- 
ing finishes. 7-piece set with hangup rack, 


$6.49; asbestos backed mats in sizes from 
7-in. round or square to 17x19-in., 25¢ to 
$1.39. 
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RIVAL’s “Can-O-Matic” opens all cans, every 
size and shape; precision ground cutting 
wheel; retractable platform under base folds 
down to accommodate extra large juice cans 
on counter or table; white molded case, 
chrome trim, rubber base protects table top. 


BISSELL’Ss “Shampoo Master” applicator-and- 
liquid-rug-cleaner to brighten colors and re- 
move stains without stooping, kneeling or 
scrubbing. Applicator rolls on liquid, sponges 
it into fibers of all rug and carpet types. 
Applicator and 22-0z. can of liquid cleaner, 
$14.95. 




























































































REGINA’S improved twin-brush polisher in- 
cludes as standard equipment a pair of scrub 
brushes, waxing or polishing brushes, plus a 
pair of reversible, snap-on buffing pads. Rug 
cleaning attachment optional. Driftwood and 
coppertone or chrome-plated. Price, $66. and 
$79.50 according to finish. 
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KLASSEN’S “Canolectric” can opener auto- 
matically opens any size or shape can; de- 
signed for easy mounting on wall or cabinet; 
magnet lifts can top; plastic lid flips down 
to cover cutting wheel when not in use. 
Price, $29.95. 


PYREX new line of oven-to-table dishes in- 
cludes “Cinderella” divided serving dishes; 
can be used to bake-in-oven or store-in-refrig- 
erator; comes in pastels and four designs. 
The clear, open roaster (below) can be used 
to bake or roast in an electronic oven or regu- 
lar oven. 
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merchandising 


No matter what you're selling, it’s the IDEA that counts 





DRYERS: $1 Per Clothespin 


The common, ordinary clothespin re- 
cently helped dealer J. B. Olinde, 
Olinde’s, Baton Rouge, La., to sell 76 
big-ticket laundry pieces. Olinde, who 
has a Maytag franchise, called his pro- 
ductive better home merchandising idea 
“operation clothespin.” 

Olinde simply offered dryer prospects 
either $1 for every clothespin up to $50 
(in lieu of trade-in and depending on 
the dryer model purchased) or free in- 
terest and carrying charges for a year. 


HOME DEMOS: Advertised 


Goodhousekeeping Shop of Dallas dis- 
covered it was good merchandising to 
prospect through classified advertising. 
During a recent 6-week campaign, the 
Dallas, Texas, store dug up 29 prospects 
for automatic washer demonstrations 
and came up with 21 sales—not to men- 
tion moving several other appliances in 
the process. 


$1 A WEEK: “People have to be con- 
vinced of a product’s usefulness,” says 
store manager Bill Heslop. “Home 
demonstrations are the key. But just ad- 
vertising home demos is not the answer. 
People we have dealt with lately have 
hesitated at becoming obligated as a re- 


SMALL INVESTMENT. To spearhead 
his campaign, Olinde ran three 34-page 
newspaper ads at a cost of $450, which 
the distributor’s 50-50 co-op sliced in 
half. Olinde had things set so that, no 
matter how the customers took advantage 
of the give-aways, he made at least a 
normal 30-33% percent mark-up (dryer 
prices were padded to include normal 
trade-in figures). Merchandise was bought 
at a carload price and the store handled 
some of its own paper. 


GOOD RESULTS. The promotion at- 
tracted several hundred people, who 
came in for a look-see. Many of these 
are considered good future prospects. 
Olinde sold 54 dryers and 22 washers. 
He also found that less than 10 percent 
took advantage of his drawing card— 
the clothespin offer; more were interested 
in the elimination of interest and carry- 
ing charges. This meant an even better 
profit for the store, since this figure came 
well under the average trade-in. 


Offer Sells 21 Washers 


sult of free home demos. We offset this 
feeling by offering demos for $1 a week, 
for no more than 2 weeks.” 

The rental charge, Heslop adds, ac- 
complished two things: 

First, the prospect doesn’t feel obli- 
gated. True, $1 hardly covers store ex- 
penses, but prospects don’t realize this 
and they have the impression their pay- 
ment cancels any obligation. 

Second, since all but one prospect 
called the store by phone, the demo pro- 
gram minimized shopping. The store 
feels it got prospects who might other- 
wise not have been reached. 

Classified ads ran daily, on Monday, 
Tuesday and Wednesday in the evening 


paper, Thursday, Friday and Saturday 
in the morning paper. The reason for 
using classified ads was to catch the eye 
of “bargain hunters” while at the same 
time not competing with display, price 
advertising of other dealers. Another 
factor is that classified ads are usually 
the last to be read in a paper and thus 
the last ad in a person’s mind. 


PROSPECTS APLENTY: Washers 
went out to 29 homes although nearly 
300 persons called the store. Such a pro- 
gram gives the store a chance to secure 
washer prospects but to agree to home 
demonstrations only for those whose 
credit is good. 


ADVERTISING: Satisfied Customers Make TV Sales 


Walther Bros., RCA Victor distributor 
in New Orleans, found it was good 
merchandising to turn customer satis- 
faction into a powerful advertising cam- 
paign for color television. 

C. C. Walther, president of the firm, 
took the position that if customers are 
satisfied with a product, they could be 
the best recommendation for their 
friends. Walther sent personal letters to 
each of the 1,216 color TV set owners 
asking for their reactions to color re- 
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ception and programming. A _ postage 
free envelope went out with each ques- 
tionnaire and Walther promised to repay 
the favor by mailing each customer who 
answered the questions a_ regular 
monthly schedule of all colorcasts. 


RESPONSE: The first letter drew 938 
replies. A second letter to the remaining 
278 owners brought 214 answers. 

Not one complaint, exults Walther, and 
a phenomenal record of returns. With 


1958 


facts in hand, the New Orleans distributor 
had powerful ammunition with which to 
initiate a sales promotion program. 


RESULTS: First, large display ads in 
New Orleans newspapers told readers of 
unanimous customer satisfaction with 
color—service and performance. The same 
message went out over TV and on bill- 
boards. Dealers were given the “customer 
satisfaction” report to show doubtful pros- 
pects who visit their stores. 
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OVERHEAD shot up from $1,000 to $2,000 a month when Norman Isdell moved his small town Suburban Appliance to this modern store in an Albany-area shopping 
center. However, says Isdell, his “fixed cost operation” will push volume up from $150,000 to $250,000 in two years. 


He Took a Chance on 


By JOHN A. RICHARDS 


How can a comparatively small operation afford a doubled overhead until a new loca- 


tion begins to pay off? Nelson Isdell, who moved to a shopping center near Albany, N. Y., 


does it with a “fixed cost operation’ and inexpensive methods of getting new business 


VERHEAD can be mighty tricky. In 

particular, there’s a frightening gap 

between a total downtown rental of 
$135 a month and one of $275 in a shopping 
enter. A small dealer thinks twice before 
negotiating this lopsided switch. 

Nelson Isdell, owner of Isdell’s Suburban 
\ppliance, had such second thoughts, but he 
made the jump just the same. 

In late 1955 he moved from a four-corner 
location next to a supermarket in downtown 
Delmar, on the southern outskirts of Albany, 
N. Y., to the Delaware Plaza, a shopping 
center three miles away. For Isdell it was a 
giant step, because at the time he was hitting 
1 comfortable volume of $150,000 a year. 
He had a 17 by 40-foot store. His overhead 
ame to roughly $1,000 a month, with only 
his own salary to take care of and that of one 
serviceman. He did very little advertising, 
most of it focusing on his discount prices. 
The whole figured out so that he was operat- 
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ing on an eight percent breakeven. 

His move to the Delmar shopping center 
altered this radically. His overhead climbed 
immediately. Rent shot up from $1,620 a 
vear to $3,300 a year. He had to join a shop- 
ping center promotional association, which 
meant a $13.34 monthly charge for promo- 
tions, plus special assessments. His advertis- 
ing budget promptly climbed from practically 
nothing to two percent of gross sales. Even- 
tually he had to add an assistant and search 
for additional areas of business. (To explore 
commercial refrigeration sales possibilities 
he had added one man concentrating on air 
conditioner sales to professional people, on 
beverage coolers and related commercial prod 
ucts. This extra salesman pulls down $100 
a week, plus a 10 percent commission on net 
commercial sales.) All this has pushed his 
monthlv overhead to $2,000. Meanwhile his 
volume has inched ahead to a $175,000-a- 
year rate. Breakeven stands at 13 percent. 
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Rather than flinch at these startling mathe- 
matical contrasts with the past, Isdell looks 
confidently to the future. He figures he is 
tailor-made for the Delmar Shopping Center. 
His goal is to hit $250,000 annually by the 
fall of 1959 and he thinks he can do it be- 
cause of the same reasons that made him de- 
cide to move: (1) easy parking out of the 
crowded downtown area, (2) proximity to 
Albany and the convenience of one-stop 
shopping in a center; (3) steady extra traffic, 
and (4) a new, modern store which stream 
lines the selling operation. 


Market Optimism 


Isdell’s market includes about 17,000 peo- 
ple in the tri-village area of Elsmere, Delmar 
and Slingerland. He is a mile outside the 
city line of Albany, three miles from down- 
town. All told, he has a population of about 
150,000 to draw on in this immediate area 
Isdell is especially cautious about what he 


(Continued on page 60) 
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EXPOSURE to more people is one of the built-in advantages of the new loca- RECENTLY ADDED kitchen line now produces annual volume of around $30,000 
tion. Isdell has a customer list of 3,000, 17,000 nearby prospects, 150,000 and is improving all the time. “Kitchen modernization,” he says, “will be 
people in the surrounding area. the salvation of the appliance business.” 


a Shopping Center 
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ADDITIONAL TRAFFIC is generated in the store FAN SALES are not tremendous in the cool Albany BOOKKEEPING costs have been pared to a mini- 
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because Isdell has set himself up as a collection climate, but Isdell pushes them—and air condi- mum. One of Isdell’s salesmen keeps records on 
station for the local power company, GECC, and tioners—hard in season on the theory that every retail contracts, accounts receivable and payable, 
Commercial Credit Corp. additional dollar helps him grow. and payroll information. 
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In selling closed circuit TV, emphasis 








is on planning and service. Drisdale, center, goes over layout with personnel of Baylor Medical School. 





By Selling Closed Circuit TV 


Ingenuity in modifying equipment and in finding pros- 
pects are all that are needed to cash in on this profit- 
able new TV market, says Houston dealer Tom Drisdale 


HE TV business couldn’t be better 
for Houston dealer Tom Drisdale. 
Why? Because when consumer 
sales slump, he picks up his volume and 
profits with a lucrative sideline—closed 
circuit TV installations. 
In 1956, the owner of SOS Radio & TV 
Service did a closed circuit volume of 
$30,000. His net profit was $7,000. 


Five Advantages To Sideline 


There are five advantages to a dealer 
selling and installing a closed circuit 
system: 


1. Profits. Drisdale gets full list price 
for the TV sets used in an installation 
plus normal labor and parts income. 

2. Servicemen’s slack time is taken up 
and Drisdale can maintain his staff with- 
out worrying about overhead when sales 
and service decline. 

3. No extra investment in inventory or 
equipment is necessary. Drisdale orders 
sets and parts only when a job is signed 
for and as items are needed. 

4. Future business is assured. Parts 
replacement and normal service plus ex- 
pansion of installations through newer 





applications takes care of this. In addi- 
tion, the dealer has generated some con- 
sumer sales through on-job contacts. 

5. No financing problems. Hospitals, 
schools and industry already have funds 
available either through grants or nor- 
mal stock or bank financing by them- 
selves. 


Modification and Ingenuity 


It all adds up to a healthy business, 
says Drisdale, who adds that closed cir- 
cuit work does not require any more 
technical knowledge than the average 
TV sales and service dealer has now. 
Basically, it’s a job of modification, some- 
thing a service shop does many times 
for its own customers. 

The one area where the dealer must 
exercise some ingenuity is in finding 
prospects. Drisdale suggests that the 








dealer look around and try to discover 
how closed circuit TV should be useful 
to an organization the dealer knows. It 
might be useful in a branch bank, for 
example, to verify signatures on checks. 

There’s no set sales approach, says 
Drisdale. The most important thing to 
remember is to sell the idea. He uses a 
recent installation at Baylor University 
as an example of how he uncovered a 
prospect and made the sale. 

At Baylor’s Medical School, Drisdale 
observed that instructors performed 
physiology demonstrations many times 
over in order that an entire class could 
see close up what was happening. 

Drisdale suggested to Dr. L. A. Ged- 
des, director of the physiology labora- 
tory, that the school install a closed cir- 
cuit installation in the lecture laboratory 
so that a 40-student class could see at 
one time a demonstration that previously 
only 3 or 4 could view. Once Dr. Geddes 
began to envision the idea, he and Dris- 
dale planned a design that Geddes 
thought would expedite instruction. Dris- 
dale then took the rough design and be- 
gan to be specific. He checked frequently 
with university and RCA engineers when 
technical problems arose. 


Brightness A Problem 


Drisdale, his servicemen and univer- 
sity engineers jointly installed the sys- 
tem. When an initial test showed that 
brightness was not sufficient, Drisdale 
found that by getting an 8-inch picture 
from a 14-inch tube he could get a satis- 
factory result. 

Baylor paid suggested manufacturer’s 
retail price for all sets, cameras and 
other material used plus normal charges 
for servicemen’s time. It was worth it to 
the university, Dr. Geddes says, to as- 
sure good technical advice and service 
before and after installation. 


No New Manpower 


Drisdale did not add any salesmen or 
servicemen in starting his sideline. Ini- 
tial jobs utilized servicemen’s spare time. 
Drisdale is his own salesman, obviously 
because at the outset there was not 
enough business to justify an extra man. 

Although he believes that in time he 
will have to handle contracting with car- 
penters and plasterers, Drisdale hasn’t 
yet had that problem. He feels it will be 
a simple one and cites the growth of the 
kitchen business at the dealer level as 
proof. 

Installations are sometimes handled on 
a bid basis, but until he becomes better 
informed about costs involved, which he 
can only get through experience, Dris- 
dale confined his major effort to dream- 
ing up the idea and selling it. If a large 
firm or organization is interested, cost 
usually is secondary to the idea. 

In Baylor’s case, the idea was para- 
mount. When Drisdale needed something, 
Dr. Geddes issued a purchase order and 
payment to Drisdale often was made be- 
fore jobber bills became due. End 





Ingenuity and modification are 


hi 


INGENUITY is called for when Drisdale begins 
to translate a desirable closed circuit pro- 
posal into a working system. The process 
calls for consultation with suppliers and for 
plenty of homework by Drisdale. 


The end result of an 
installation is new service 


KEY TO SELLING, says Drisdale, is to 
emphasize the new service the system 
will perform. This medical school instal- 
lation does just that. Sets in lecture 
room let students sit back and still get a 
real closeup of a demonstration. Mean- 
while... 


ADDITIONAL SERVICE is performed by med- 
ical school installation when the demon- 
stration is televised into individual labs 
where students can verify their own 
work by watching and listening to the 
instructor on TV. 





the keys in closed circuit work 







































































CONSIDERABLE MODIFICATION of equipment 
may be necessary in an installation but Dris- 
dale maintains that such work is not difficult. 
Here he and a serviceman use the shop’s 
technical library to find a solution. 








YOU HAVE 
TO TAKE 
TRADE-INS 











ABOUT 800 used boxes like these are taken in annually by Drake’s Refrigeration Service. 
Only five percent are junked; the remainder are refurbished and sold at prices up to 
$199 for an average profit of 25 percent each. 


Almost every refrigerator sale today involves a trade-in, so Drake Refrigeration 


Service makes a virtue of necessity—and resells the 800 used boxes it takes in at 


an average margin of 25 percent 
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DRAKE ADS include the usual price pitch (left) but also stress trade-ins (right). The 
store runs about 1,000 lines of newspaper advertising every four or five days. 
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By TOM F. BLACKBURN 


ITH refrigeration we have gotten 
W into the same position as with the 

automobile—you have to get rid of a 
trade-in if you want to make a profit. That’s 
the philosophy of Bob Drake of Drake Re- 
frigeration Service, Indianapolis. 

Heavy saturation on refrigeration, how- 
ever, has not slowed up Drake sales. Last 
year the firm moved 807 Frigidaire items. It 
took in an equal number of trade-ins, and 
cleaned them all out, averaging a 25 percent 
margin of profit on the trades. 

Because many dealers lose their shirts on 
trade-ins, the five Drake salesmen appraise 
trade-ins by calling in person—no unseen 
deals accepted—and are aided by Frigidaire’s 
appraisal manual and a check with Drake 
records on repairs on the box. 

“We can do this because we only hire 
veteran salesmen,” states sales manager Fred 
Anderson. 
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About one refrigerator in 15 today is an 
old open type, which will retail for around 
$45, Drake’s have found. A 15-year old 
refrigerator will bring in from $89 to $99. At 
20 years they sell for from $59 to $79. 
Hermetically sealed jobs retail at from $129 to 
$199. The going price is closely watched. 

About five percent of trades come in as 
junkers and the customer gets from 10 
percent up to $25, depending on what he 
is buying. They are only taken down for 
spare parts. The obsolete parts are collected 
and sold at the end of the year for around 
$1,000. 

About half the trades call for repairs. They 
reed controls, but no motors or compressors, 
which the firm calls a major job. 

Fully 40 percent require a clean-up, which 
costs around $10. 

Drake’s repair shop slicks up a box, but 
avoids major operations which would run 
up the cost to where the firm cannot get it 
back at the going retail price. 

The firm has spent a lot of money educat- 
ing customers on the difference between low 
end and high end sales. On low end 10 
percent is allowed for trade-ins, and on the 
high end from 15 to 20 percent. 

All salesmen know the category the trade 
fits in, as they look at it. They know what 
it is selling for on the second-hand market. 
They know that the firm expects to make a 
25 percent profit. The crux of their decision 
is to figure what will have to be spent for 
clean-up and repair. Deducting this, they 
make an offer. 


Better Pay on Used Boxes 


Possibly one reason why Drake salesmen 
are glad to sell both new and used merchan- 
dise is the way they are paid. Second-hand 
equipment brings 10 percent commissions, 
new boxes 8 percent. The two are linked 
together. 

Where new is sold, the cost of the mer- 
chandise, the delivery and warranty is sub- 
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tracted trom the gross, after the trade. Added 
to this is the appraised value of the trade-in, 
less mechanical parts and work. 

A deal is linked together and a salesman 
may be reminded that he has a lot of used 
boxes charged against him, which is a deli- 
cate way of telling him what he should work 
on. 

To be acceptable as a trade, an old re- 
frigerator must be a “qualified” box. There 
are ten acceptable brands on the market, and 
deals made on orphans depend entirely on 
the condition of the used box and whether 
Drake’s can buy parts for it. 

Drake’s Refrigeration Service has four 
salesmen, compared to seven service men. 
They are paid a straight commission. The 
store protects their leads for 30 days, if put 
on record. No one has any special territory. 

One more item: Each salesman must have 
his own car, and is given a tank full of gas 
weekly. 


Where Leads Come From 


A third of leads come from the service 
men, who report old boxes that are about 
ready to quit. The service men do not sell. 
However, if one turns in a lead that results 
in a sale, he will get a $5 bonus, double this 
if the prospect buys a special. 

Salesmen canvass at times, and make call- 
backs on customers. Outside calls generally 
are to dig up leads and for talks with users. 
Men send a $5 bill or a merchandise present 
to anyone giving a tip which leads to a sale. 

A third source of leads are the newspapers. 
The store does not use any direct mail, but 
does use newspapers and billboards. It runs 
1,000 lines or more every four or five days. 

Shows are a fourth source of leads. At 
them Drakes attracts attention with a boy who 
is dressed like a duck. Duck shaped balloons 
are given to children, emphasizing the firm’s 
name. 

The trade-in must be cleaned up bright as 
a dollar. Every box is resprayed, unless it is 
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EMPHASIS on trade-ins is revealed by score board which has special column 
for trade-in sales. Salesmen get 10 percent on used sales. 


a porcelain enamel. Bright work and shelves 
are not galvanized, but thoroughly gone over. 
Boxes are cleaned up and put in apple pie 
condition. They must look brand new. On 
the other hand, appreciating that they are 
used refrigerators, they are not rebuilt to 
run like a new one, but to give satisfactory 
service. 

About $4,000 is invested in repair tools, 
with special equipment consisting of vacuum 
pump and lathe. Each service man furnishes 
his own tools. The firm has fourteen trucks 
for making service calls. 

Wilford E. Jackson is service manager, and 
he says the firm does little repair work for 
other dealers. He breaks down the business 
this way: 

e About 75 percent of repair jobs consist 
ot moderate repairs and grooming. 

e Only 20 percent call for major repairs. 

e The store junks 5 percent of its trade-ins. 

e When a refrigerator is released by the 
repair department, it is kept running for 48 
hours before it is sold or returned to owner. 


Advertising Mixes New and Used 


One of the things about Drake Refrigera- 
tion Service that is unusual is its advertising. 
In fact some give this credit for the firm’s 
success. Copy is written by Fred Anderson, 
sales manager. His guidance is a handbook 
from the Columbus (Ohio) Dispatch. All 
he uses from Frigidaire are the mats. 

Copy on second-hand refrigerators is mixed 
with that on new. A successful billboard 
offers a used Frigidaire for $99, plus an ac- 
ceptable old box. 

His best advertisement of the year was 
written about the end of warranty. People 
are aware of their five year guarantee, he 
thinks. If there is anything wrong, get the 
old box in, he advises. 

The fact that Drake’s Refrigeration Serv- 
ice offers service on all makes of machines is 
constantly played up. It is a strong factor 
in closing sales on merchandise. End 
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DRAKE’S STORE is 12 blocks out from the Indianapolis downtown business 
section, occupies a block-long series of buildings with parking space. 
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LISTEN TO THE LADIES... 
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selling women on new appli- 
ances and new convenience. 
This article, which outlines 
the likes—and dislikes—of 
100 women from every part 
of the country, is a valuable 
tool for doing just that 


O you have any idea what women 

D think about the products you sell? 

Do you know what they like— 

and what they dislike—about modern ap- 
pliances ? 

If you don’t, it’s easily understandable. 
Most appliance dealers—speaking as mere 
men if not as retailers—would probably 
admit that they don’t really understand 
women. 

Maybe that’s one reason so much time, 
talent, and effort is being devoted to mo- 
tivational research today. Basically, MR 
trys to explain why customers behave the 
way they do. 

Research like this, however, is pretty 
much beyond the reach of the individual 
retailer. There are, however, other sources 
you can turn to in trying to understand 
your customer. 

Certainly you would stand to gain a lot 
of information if you got a group of 100 
articulate homemakers together, organ- 
ized them into discussion panels, put 
trained chairmen in charge, and let them 
talk about modern living. 

That’s basically what McCall’s maga- 
zine did last fall at its Congress on Better 
Living. You’ve probably seen news stories 
about that meeting in newspapers and 
magazines (ELECTRICAL MERCHANDISING, 
page 133, November, 1957, for example). 

Now, with the cooperation of McCall’s, 
the editors of ELECTRICAL MERCHANDIS- 
ING have been allowed to examine the de- 
tailed reports of the Congress. These find- 
ings suggest strongly that: 

—women have rather definite attitudes 
about specific household tasks and these 
attitudes should be considered in trying 
to sell appliances. 

—they have not been as completely sold 
on new products and new styles as the 
industry might imagine. 

—they are unfamiliar with a good 
many of the products already on the 





PAGE 52 APRIL, 1958—ELECTRICAL MERCHANDISING 











Perea 


market, leading one to conclude that the 
industry as a whole is not exposing these 
new products as well as might be im- 
agined. 

—they have pretty definite ideas about 
the kind of kitchen they would like to 
have. 


Basically, They Like Appliances 


One thing designers and sociologists 
have been worrying about in recent years 
is that automation of appliances is rob- 
bing the woman of her “creative role” in 
homemaking. 

That’s just not so, said the Congress 
panelists. Far from resenting their ap- 
pliances, the women praised them for 
making it possible to broaden their own 
role in the family circle. Listen to these 
comments: 

“It gives us a chance to work with the 
spiritual side of the family. There is 
something in being a homemaker besides 
cleaning house, washing the dishes and 
cooking meals.” 

“Modern appliances have taken away 
the role of household drudgery for us. 
We have more time for our children. 
Therefore, we are better mothers. We 
have more time for community activities 


WHAT THEY THINK ABOUT APPLIANCES 


NEVITABLY, the Congress round tables got down 


what they want in the kitchen 


and we have more time for creating things 
than our mothers had, so it is a changing 
pattern.” 

“TIT don’t know whether you have 
thought of it this way or not, but it 
seems that we are elevated to more of an 
executive—we’re more executive mana- 
gers than we are laborers. We do not 
have to do so much of the actual labor 
as we once did.” 

“What the appliance has done is raise 
the homemaker from the level of being a 
maid to being a housekeeper.” 


She Likes “Creative” Work 


These attitudes give a good clue as to 
just what type of work the housewife 
likes and what she doesn’t like. 

Generally, it appears that she likes 
“creative” tasks such as cooking and dis- 
likes purely mechanical chores like dust- 
ing and cleaning. 

Similarly, many of them say they pre- 
fer work which shows progress—“like 
sewing and gardening,” said one, or like 
using an automatic washer, says another, 
where “it is fun to put the dirty clothes 
in and see them come out clean.” 

Specifically, it is in the field of cook- 
ing that the woman enjoys her work 


to likes and dislikes on specific appliances. Here’s 


what they had to say about: 


Refrigerators. Most of the women were unhappy 


saving devices with a separate washer. 





most. Everyday cooking was mentioned 
far more often as a “liked” job than any 
other; sewing was second. 

Clean up work was easily the least 
liked. Although ironing was the most fre- 
quently disliked chore (21 mentions), a 
variety of maintenance chores (washing 
dishes, cleaning, defrosting and cleaning 
refrigerators, cleaning the stove) were 
the most prevalent type of tasks on the 
dislike list. 

There’s little doubt from the comments 
of individual Congress members that 
cooking really is their favorite work. 

“Cooking is an adventure if you have 
the time. It is very nice to hear the fam- 
ily’s reaction to something that is not a 
family favorite but something new.” 

“T love to cook. I use recipes occasion- 
ally but I never feel guilty if I ad-lib.” 


What the Salesman Can Learn 


There are important implications for 
the appliance salesmen in these findings. 
It seems obvious, since women enjoy 
cooking and regard it as a creative task, 
that a sales pitch designed to emphasize 
the time-saving, automatic nature of a 
new range may not be completely effec- 
tive. Instead, in many cases, at any rate, 
(Continued on page 62) 





Dishwashers: The majority had a favorable atti- 
tude toward dishwashers. The dissenters seemed to 
have had some experience with the products. Five 
said it saved little time and four cited frequent, 
expensive repairs. But the comments of those owning 
the appliance were strongly favorable, one woman 
calling it “my most dearly beloved gadget” with 
another reporting that “now that I have it I find it 
saves me a great deal of time.” 


Combination Washer-Dryers: The comments here 
ran heavily in favor of separate units. Only 10 said 
they preferred a combination. Interestingly enough, 
both those in favor of and those opposed to combina- 
tions cited time saving to support their stand. Other 
arguments for separate units included the versatility 
of having two units in the home and the use of suds 


with their present refrigerator and the ratio of com- 
plaints to favorable remarks was high. Door ar- 
rangements, locks, shelves, plastic fittings and dirt- 
catching nameplates all came in for criticism. 


Range. The ladies split right down the middle on 
ranges, half of them saying they were happy with 
the product, the other half registering dissatisfac- 
tion. By far the most prevalent complaint was diffi- 
culty in cleaning. 


Freezers. Twenty-seven women produced a total of 
44 responses as to why they liked their freezers. 
Economy in quantity buying and in buying bargains 
was cited 17 times, followed by time-saving in shop- 
ping (6), convenience (4), time saver in cooking 
ahead (3), and economy in use of left-overs and 
economy in use of garden (2 each). 








It’s not just the heat—it’s the humidity 
that’s going to close ’em! 
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Only with Frigidaire can you sell 
Dehumidi-Coil “Dry Cooling” to end clammy cold 








Get set, Frigidaire Dealers! New for ’58, Frigidaire Room Conditioners feature 
the exclusive ““Dehumidi-Coil.” Teamed with a special refrigerant pre-cooler 
and matching Super Meter-Miser compressor, it not only cools, but wrings 
out, evaporates and exhausts up to a barrel of water a week.* Result? A new 
cooling concept—cool, dry air always, with no mugginess on humid days. And 
it’s all yours—an exclusive, built-in comfort bonus on all vertical and hori- 
zontal models at no extra cost. Grab onto this new feature—and hold on for 
the Room Conditioner sales thrills you’ve been looking for! 








Ame in Society of Ref? eration Engineers test conditions 


Frigidaire 
Vertical Models 


@ completely new styling, 
- ! 


15%4 inches thin 
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ONLY WITH FRIGIDAIRE CAN YOU SELL 
Sheer Look...Plus 


@ spray-on colors for front 
panels, blend-in anywhere 





@ two-speed fan 
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Only with Frigidaire “dry cooling’’ Room Conditioners can you 
sell styling and construction with famous Frigidaire Sheer Look 
... PLUS, including Spray-on color versatility on vertical models, 
to put you out front with style conscious buyers. Even more im- 
portant to you in terms of lasting customer satisfaction (and here’s 
the PLUS!) is the traditional built-in quality of Frigidaire prod- 
ucts that means fewer service worries, happier customers, repeat 


Horizontal Models 
@ /ow-silhouette styling, 
only 16% inches high 
@ new 16,500 Btu 
capacity model dry-cools 
extra large areas 


@ outside air and 








exhaust air control 


Both styles have automatic thermostat, industry’s easiest-to- 
change filter, top Btu capacities (tested and rated by ARI stand- 


ards), and exclusive DRY COOLING Dehumidi-Coil. 


¢ 


business—and greater dealer profit possibilities. 


Compact model line with complete sales flexibility. 
Easy to install in window or wall 


FRIGIDAIRE @& 
is on the march“ 
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10 MONTHS AGO 


Broyles Electric went into the 


kitchen business | 


SINCE THEN, 


they’ve installed more than 20 
kitchens like this one and made 


money on each 


TODAY, 


they’re doing a kitchen a week, 
grossing nearly 40 percent, and 


. all be- 
cause they’ve found that . 


improving their net. . 


You Learn a Lot AFTER You 
Get Into Kitchens 





HE only way to learn the kitchen 

business is to get in the kitchen 

business, according to the manage- 
ment of Broyles Electric Co., Marion, 
Ind. 

Broyles has been in kitchens now for 
about ten months. They’ve learned a lot. 

On the debit side, they’ve learned that 
it’s easy to put too much money into the 
business, that the first six months are 
tough, that it takes at least two months 
to get the money out of a job, and that it’s 
very easy to lose appliance volume while 
tending the new department. 

On the credit side—and big enough 
to outweigh the debits—Broyles Electric 
has found that kitchens can deliver high- 
margin volume, that they provide a profit 
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on every sale, and that plenty of appli- 
ances go with the kitchens. 


Getting Started 


In January 1957, F. O. Broyles, foun- 
der of the firm, John Mooney, vice-presi- 
dent, and J. K. Weaver, manager of 
Broyle’s South Side branch store, decided 
that a move into kitchen merchandising 
would pay off, both in the immediate fu- 
ture, and more important, over the long 
haul. The three agreed that, at the very 
least, the establishment of a specialized 
department would give them a competi- 
tive edge they couldn’t afford to pass up. 
Weaver’s South Side store seemed the 
ideal place to give the new business a 
whirl, and Weaver had experience in the 
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KITCHEN 


kitchen field, working for a cabinet firm. 

After exploring the field, both with 
their main appliance source, Westing- 
house, and with several cabinet firms, 
Broyles’ management decided to go first 
class. This included the installation of 
five display kitchens in the South Side 
store, which eliminated all appliance dis- 
play space, except for the basement, 
which served as a meeting-place for la- 
dies’ groups five nights a week under the 
name “Broyles’ Club Room.” Broyles 
Club Room was another reason for lo- 
cating the kitchen branch on the South 
Side—it assured the firm that hundreds 
of potential customers would 
kitchens each month. 

The kitchen enterprise was aimed at 
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You Learn A Lot AFTER You Get Into Kitchens 


CONTINUED 





Correcting these mistakes will improve Broyles’ 


meeting a set of specifications John 
Mooney had drawn up during a NARDA 
meeting on kitchens. It went like this: 
Broyles’ had a branch doing $85,000 busi- 
ness (in 1956) and returning $5,000 to 
the firm. If they could get one kitchen 
job a week, Mooney figured, at an aver- 
age price of $1,800, the increased margin 
in kitchens would return some $15,000 on 
an only slightly larger total volume. In 
shooting for this, Broyles’ Electric in- 
vested about $10,000 in remodeling work, 
cabinets and built-in appliances. 

For the money, Broyles got genuinely 
top-quality quarters. They put in, for ex- 
ample, a close replica of the Westing- 
house “Sea Island” kitchen, complete 
with its laundry room. Up front, custom- 
ers entering saw three kitchens—one an 
elegant St. Charles Kitchens set-up, with 
a peninsular cooking center, the others 
demonstrating U- and L-shaped designs 
and chock-full of appliances. Along one 
wall behind the first kitchen displays 
was a short counter with a cash register 
and a washroom. There was room left for 
a housewares display fixture near the 
counter, and an ironer at the front door. 
Of course, suppliers helped with the job 
of designing and of installing the kitch- 
ens, so that financial load was partly 
eased for Broyles. 

On May 10, 1957, the doors were 
opened. Newspaper ads invited the public 
to an Open House in Broyles Kitchen 
Center, a “first” in Marion. Attendance, 
while satisfactory, was not overwhelming 
—that is, no plate glass was broken in 
any surging crowds. There was enough 
traffic to furnish promising leads for 
Weaver, and he went to work turning 
them into sales. 


The Facts of Life 


It was at this point that the Broyles’ 
people discovered one of the irritating 
things about the kitchen business, irri- 
tating for retailers accustomed to quick 
off-the-floor sales, even of fairly big- 
ticket items. Where a buyer might make 
up his or her mind in ten or fifteen min- 
utes when it came to a $400 refrigerator, 
a decision on a kitchen that might run 
from $1,500 to $3,000 took a little longer 
—by several weeks. It wasn’t until nearly 
June that a job was signed and sealed. 
And then a second delay factor came 
along—getting the cabinets. Broyles’ 
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quickest source shipped twelve working 
days after receipt of the order. With 
week ends and transit time included this 
stretched to three weeks on the calendar. 
With all the breaks going Broyles’ way, 
it still took a month from the time an 
order was signed until there was any 
chance of getting paid in full by a satis- 
fied customer. 

The kitchens themselves, and their in- 
stallation, have proven the least of 
Broyles’ problems. Early in the game— 
before the Kitchen Center opened—they 
hired Ted Snyder, a finished carpenter 
and craftsman of the old school, with no 
taste for rough work—framing, flooring 
and siding—and a definite yen for de- 
tailed, careful inside work. Snyder had 
worked on kitchens, and liked them, and 
was happy to guarantee he’d be available 
for any of Broyles’ work. He runs a clean 
job, and provides no headaches for 
Broyles in his contact with the customer. 
Happy, his handyman reputation lets 
him get plenty of outside work to fill in 
during Broyles’ slack periods. 

Of course, there were minor mix-ups 
on the early jobs. Ordering a 15-inch 
base instead of an 18-inch unit creates 
a problem, Weaver found. Miscalculating 
the space requirement for a refrigerator 
—very easy to do—loses time. A single 
inch lost in the alteration of a wall, or 
in off-square set-ups, (and there is no 
such thing as a square room) can mean 
that the counter-top has to make a trip 
back to the shop to get trimmed. This 
costs money. None of these errors how- 
ever, came near using up the cushion 
built into every contract to handle un- 
foreseen details. 

Broyles’ kitchen selling techniques 
vary not at all from the established 
norm. Starting with a lead, they go 
through the same time-consuming routine 
that every kitchen dealer does—first a 
qualifying conference, then some design 
work, then another conference, and prob- 
ably, some design changes. Once signed, 
the job has to be ordered, including cabi- 
nets, counter top and appliances, and 
scheduled. On delivery, some three weeks 
later Broyles’ has to get the cabinets 
installed, make whatever alterations are 
needed and finish off the work to suit 
the customer. Tradesmen—plumbers and 
electricians already on Broyles’ payroll— 
have to be scheduled in and out. It’s only 
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after all this that Broyles gets paid, 
though of course, there’s a down-pay- 
ment, and another payment when the 
merchandise is delivered. Perhaps typical 
of Hoosier-land, most of Broyles’ jobs 
have been for cash. 


The Balance Sheet 


Looking back at ten months of activ- 
ity, Broyles’ management rather ruefully 
points out some pretty basic errors they 
made. They can also be proud of some 
accomplishments. Assessing the mistakes 
John Mooney ranks them in this order: 
First, they set themselves up for too 
many fixed costs. With dearly-bought 
hindsight, they realize that setting up in 
separate quarters duplicated rather 
heavy fixed expenses. Second, going 
whole hog, a good idea from several an- 
gles, did crowd out appliance volume 
they were accustomed to having. Third, 
they probably went overboard in display 
facilities, with resulting over-expendi- 
ture for inventory. Instead of five kitch- 
ens, they could have done well with just 
two or three. Fourth, their first cabinet 
lines were priced too much to the high 
end. Though they sell mostly the high 
end, they’ve learned that they have to 
sell up to this, and such a technique de- 
mands a low end cabinet line to start 
selling from. 

That first six months was tough. 
Mooney thinks that it would have been 
tough in any case, but the four factors 
above made it more costly than neces- 
sary. However, the firm has a 40-year 
tradition of going first-class, and this 
probably influenced their thinking when 
it came to setting up the Kitchen Center. 
The real rub was, of course, not enough 
sales—not enough in terms of the orig- 
inal forecast and the investment, that is 
to say. 


12 Kitchens Short 


To make out as planned, the firm 
should have sold and collected for some 
28 kitchens at $1,800 in the first seven 
months. Instead of this $54,000 volume, 
they sold 16 kitchens at an average 
$1,500 for a total of $25,000. They were 
shooting for a 40 percent margin, and 
got 37% percent. 

Less original investment and less up- 
keep would have made all the difference 
in the world here. 


1958—ELECTRICAL MERCHANDISING 


kitchen profit > 


On the other side of the coin, Broyles 
Electric did not waste their investment, 
nor are they about to go out of the 
kitchen business. Though no member of 
the management will use this as an ex- 
cuse, it remains a fact that 1957 was 
not the spendingest year Marion and 
Grant County ever had, and it would 
have taken quite a seer to predict this. 
Once launched, the Kitchen Center had 
to keep going. And it is a going business. 
The sales rate picked up once the first 
six months were past—in the last two 
months of 1957, and the first half of 
January, 1958, ten week period, the firm 
sold nine kitchens. That’s almost one a 
week right through the Christmas sea- 
son. 

They now have well over twenty jobs 
under the belt. They’re all good jobs— 
there’s not a single squawk to be heard, 
and a couple of the kitchens are really 
outstanding. The word is getting around 
Marion on these. The real clincher is 
this: not a single one of these sales was 
unprofitable. It’s fairly certain that the 
beginning kitchen man who can say this 
is pretty rare. 


What’s Ahead 


Looking to the future, Broyles’ second 
year in the kitchen business is going to 
be more profitable than the first. There 
are several reasons for this. First, of 
course, sales are running along at the 
scheduled pace. And second, Broyles is 
going to cut some important costs. An 
increase in rent coming up for the South 
Side store had triggered a move down- 
town, and made it sensible to spend some 
money on remodeling the home store. 
They’ll have a kitchen in the window and 
two more in downstairs quarters, reached 
from the front of the store. The kitchen 
department will still be a separate func- 
tion, but the move downtown will turn 
Weaver loose from a lot of housekeeping 
chores. It will turn Broyles Electric loose 
from duplicate fixed overhead and per- 
sonnel costs, too. Besides this, they’ve 
added a low-end cabinet line which 
should increase their percentage of sales 
leads turned into signed contracts. 
They’re scheduling their new sales goal 
at one $1,500 kitchen a week, and figure 
that lower costs will let them up their 
margin to the 40 percent they had aimed 
at originally. End 
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FREE STANDING appliances (like ironer) were 
virtually crowded off display floor in original 
Kitchen Center. This has been corrected by 


cutting display kitchens from five to three. 
Original store featured only expensive cab- 
inets but a budget line is now on display. 
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DAMAGE TO APPLIANCE SALES VOLUME was in- 
evitable since original grouping of kitchen 
displays crowded appliances off of branch 


store’s sales floor. Here manager J. K. Wea- 
ver closes an automatic washer sale in the 
middle of one of three current model kitchens. 
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Vaughn drops a new 
profit package into your lap... 
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Kissing cousins to the fastest selling portables and transistor “Personals” in history. 
Guaranteed non-breakable “IMPAC” cases... glorious “Golden Throat’ tone... smart 
new styling will make these portables the profit pace-setters of 1958, too! 


Budget-priced beauty! 2-tone styling. 
White-and-maple sugar; white-and-tur- 
quoise. The Shipmate. (1BX5.) $29.95 





Caravan. (1BX6.) 








All-transistor circuit. A hit as soon 
as introduced! Simulated leather 
case. White, charcoal, russet. The 
(1BT4.) $59.95 


Jetstream. 
At the left, Vaughn Monroe drops The Shipmate 10 
feet to make a big point: RCA Victor’s new 1958 
portable and transistor radios have the demonstrable 
features that mean easier selling, more profit for you! 


There’s the fabulous “IMPAC” case, guaranteed in 
writing not to break, crack or chip in 5 years of 
normal use. It’s the biggest drawing card in porta- 
ble history! And there’s the rotating ‘‘Wavefinder” 
antenna that lets you pick up the best signal without 
picking up the set. Famous “Golden Throat” tone that 
speaks up like a console. “Power Miser” circuits that 
make batteries live longer. And the smartest, most 












agoing sound! Powerful 
arine band plus stand- 
d AM band. Green. The 
w Yachtsman. (7BX9.) 

$69.95 


6 short wave bands plus 
standard band. Tan simu- 


lated leather case. The 
Strato-World]].(7BX10.) 


$139.95 some. (8BT7.) 


RCA VICTOR SALUTES BRAND NAMES WEEK—APRIL 13 TO 20. A PERFECT TIME TO PROMOTE THE PERFECT GIFT: AN 
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“Wavefinder’ antenna. Green-and-white; 
pink-and-white; yellow-and-white. The 


Tiny Transistor ‘’Per- 
sonal.’ Room-size volume. 
Turquoise-and-white or 
two-tone gray. The Win- 





New sliding bar station selector. ‘“Wave- 
finder” antenna. Flame- or turquoise- 


$34.95 and-beige. The Cruiser. (1BX7.) $39.95 





Powerful transistor circuit. Lumi- 
nous slide rule tuning dial. Simu- 
lated leather case in russet. The 
“Globe Trotter.” (1BT5.) $65.00 


“Jetstream” is a service mark owned by TWA exclusir 


ely- 
popular colors and styling you ever saw! 

Get the drop on competition . call your RCA 

Victor distributor for RCA Victor’s new packed-for- 

profit portables and transistor radios today! 

The most powerful advertising in the industry backs you up! 

TV spots in color and radio commercials on “Monitor” (Fri., Sat. 


and Sun.); the “George Gobel Show” (every other Tues.); the 
“Eddie Fisher Show” (every other Tues.) ; dynamic ads in Seven- 


teen, Life, Scholastic magazines, plus many more. 


@ Teme \ 
Suggested nationally advertised list prices shown, subject to change. 


ue RADIO CORPORATION OF AMERICA 
Slightly higher far West and South. All prices less batteries. Suggest 


RCA batteries—they’re radio-engineered for extra listening hours. 


lus these sales-proved RCA Victor portables and transistor “Personals” as hold-over attractions! 





Deluxe Transistor ‘‘Per- 
sonal.’’ Earphone plug. 
Charcoal-and-white or 
pink-and-white. The Stet- 
(SBTS8.) $44.95 


Extra-powerful Transistor 
“Personal.” Long battery 
life. Gray, white or green. 
The Transistor Siz. 


$39.95 (9BT9.) $49.95 


son. 


RCA VICTOR RADIO 
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HE TOOK A CHANCE 


spends in communications media. 
About 25 to 30 times a year he will 
run 20 inches in the Knickerbocker 
News. Last year he spent $125 for 
60-hour 
“Sellathon” and on another he 
spent $300 for radio spots and 
new spaper coverage. 


radio spots on one 


His modest program includes 
small fractionals once a week in 
the local Spotlight Shopper, a 
shopping guide with a neighbor- 
hood circulation of 7,235. Dur- 
ing the spring and early summer 
he direct-mails to about 700 pro- 
fessionals on air conditioners. And 
ibout four times a year he mails to 
ibout 1,000 prospects on kitchens 
ind other products. Last year it all 
totaled about $3,500 in promo- 
tional expenditures. And this year 
this will be whittled down, pri- 
marily by cutting newspaper adver- 
tising in half. 


How Isdell Adds Business 


Isdell leaves no doubt he intends 
to grow with the fast-blossoming 
suburb. With that in mind, he con- 
tinues to give his business a folksy, 
home-town flavor. He has made his 
store the collection station for peo 
ple having accounts with GECC, 
Commercial Credit, National Com- 
mercial Bank, and the Niagara Mo- 
hawk Power Corp. He is seeking 
to become the same for the New 
York Telephone Co. His theory: 
“These are courtesies which help 
build traffic.” 


Go Into Kitchens 


Half a year before Isdell took 
the plunge into the Delaware Plaza 
shopping center, he became a Gen- 
eral Electric dealer. 

Since then he has kept pace 
with G-E’s heavy push into the 
kitchen modernization — business. 
One corner of his modern store 
features a complete General Elec- 
tric kitchen, and he offers kitchen 
jobs priced from $1,400 to $3,000. 
On these he is able to gross 40 
percent on cabinets, anywhere 
from 25 to 32 percent on the ap- 
pliances. His Geneva line yields 
him margins as percentages of sell- 
ing price of 40 and 10, and prices 
on these cabinets run five to eight 
percent higher than the G-E units. 
His Quaker Maid wood line pro- 
vides margins of 40 and five, with 
cabinet prices 20 percent higher 
than G-E’s. 

“As far as I’m concerned,” says 
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Isdell, who does his own planning 
and kitchen followup, “kitchen 
modernization will be the salva- 
tion of the appliance business.” 


Attract Employe Trade 


The new area in which Isdell op 
erates is not without its discount- 
ing headaches. Accredited em- 
plove discounts are provided by 
various outlets for the topheavy 
G-E employe populace earning a 
living in Schenectady and nearby 
plants. Non-G-E dealers have been 
forced to match these discounts in 
their own way. A handful of big 
downtown Albany operators have 
ubscribed to big volume, low 
margin selling for a good many 
years. And more recently, a one- 
price discount house has opened 
Central 
Avenue in town, and on the mush- 
rooming highway center in Latham, 
six miles to the north of Albany 
on Route 9. 

With so many Albany area deal- 
ers offering special employe dis- 


successful outlets on 


counts, Isdell is probing this area 
himself. He has already lined up 
several industrial firms in the 
Schenectady-Troy-Albany __ tri-city 
irca. ‘The system will be a simple 
procedure. 
Isdell figures that by concentrating 
on firms lying outside his normal 
trading area, any such employe dis- 
counting will not cut into his 
normal retail sales. His object in 
shooting for this extra business, 
even though it may mean $10 less 
per sale, is to increase his volume 
substantially. 


identification card 


“My overhead now is higher 
than at my old location,” Isdell 
acknowledges. ““But it has leveled 
off. I’m meeting it now, with a 
modest net to spare. And I should 
be able to hit my $250,000 goal in 
two years without substantially in- 
creasing my overhead.” 


Controls Keep Overhead Down 


His cost corners have been 
shaved so close that Isdell has no 
bookkeeper that being one of the 
chores performed by salesman Bob 
Williams, who is soon to acquire 
a modest interest in the business. 
He keeps records on about 3,000 
customers in a_ small, compact 
corner file cabinet. Inside a single 
drawer are his retail contracts, ac- 
counts payable and paid, and his 
payroll information. His customer 
file, entered by name and month 


of purchase, is on 3 by 5-inch cards. 
He has worked out a system where- 
by the name shows up one month 
before a warranty expires, so that 
he can give a customer one last 
courtesy call before the warranty 
runs out. From this simple system 
Isdell can discharge warranty obli- 
gations and also direct-mail on 
matters like his delayed charge, 
through which an appliance bought 
in June is first paid on in Sep- 
tember. 


Fixed Cost Formula 


In the free-wheeling competition 
of the Albany area Isdell both has 
to play the price-cut game and 
maintain fairly quick and easy to 
figure controls over his costs. Part 
of this is his “fixed cost operation.” 

He has to know what many 
phases of operation are going to 
cost him—not just on an average 
basis, but today and tomorrow. 

With his private trucker, for ex- 
imple, he has arranged these fixed 
prices for deliveries: Refrigerator 

$6; ranges, washers, TV—$4; 
returned items—$2; warehouse 
pickups—10 cents a mile. He buys 
service on majors from his dis- 
tributor at a fixed charge. He can 
buy TV service at another fixed 
charge, if a customer wants it. 
Otherwise he farms it out to Lake 
Electronic Service, an independ- 
ent whose charges run $3.50 per 
call. As to his buying, Isdell falls 
in a category just below the half- 
car price. 

If Isdell were calculating his 
fixed total cost—delivered and serv- 
iced in a customer's home—on a 
13-cubic-foot deluxe  refrigerator- 
freezer, for example, he would add 





his unit cost, $354, his purchased 
service, $17, and his delivery, $6, 
for a total of $377 actual cost. 

To sell such a combination unit 
at a realistic price, Isdell sets his 
minimum deal at $427. This means 
he wants a minimum $50 gross. 
As a percentage markup over cost 
this is 13.3 percent. With this as 
his starting point, Isdell will then 
negotiate as high above that as he 
can. He starts his TV negotiating 
at a $35 minmum. On portable 
TV, which constitutes about 42 
percent of his TV sales, he gets an 
average of $25. 

Sales of his majors will gross 
Isdell $100,000 this year. TV, 
hi-fi, phonographs and records will 
gross another $35,000. His kitchen 
business runs to $30,000. He does 
a limited business in fans and air 
conditioners, perhaps 35 AC units 
and 75 fans in a season. With elec- 
tric housewares, he sticks to list 
prices, grossing anywhere from $5 
to $15 on nominal sales of these 
units. 

“I figure my costs and pay my 
bills in dollars,” says Isdell, when 
asked about percentage margins. 
“That’s why I stick to dollar 
markup on cost. It’s simple for me 
to determine selling price in rela- 
tion to overhead that way.” 

“Control is the key,” says Isdell. 
“Control over customer relations, 
so there’s a steady buildup of cus- 
tomer prospects. And control over 
overhead on the basis of known 
fixed costs. I have no concern over 
my future in the shopping center. 
Not as long as I keep my operation 
tight and make my gross dollars 
stay comfortably ahead of my 


costs.” End 


Next month in ELECTRICAL MERCHANDISING 


1 The first in a series of three timely articles by 
Ohio State’s W. R. Davidson on “Finding Lost 


Profit Dollars.” 


2 A comprehensive staff report on what's hap- 


pening—and what's likely to happen—to color 


television. 


3 A new monthly statistical feature which tells 
you at a glance how the applicance business is 
behaving in 25 key areas. 


That's only the beginning. You'll also find a variety of other feature 


articles and the usual array of idea-packed departments in the May 


issue of ELECTRICAL MERCHANDISING 
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Wolf Lansing, Sales Manager, Downing’s Inc., Denver, Colorado 


How do you go about cutting costly nuisance 
calls and still get a reputation that beats price- 
cutting competition? 

“It’s no lead-pipe cinch, let me tell you,” says Wolf 
Lansing. *“*You'd like to scold the gals for half their 
complaints . . . their water isn’t hot enough, they 
overload, or put in the wrong detergent, or maybe 
the wrong amount of the right one. But the truth is— 
if you don’t give ’em satisfaction in a hurry, they’re 
somebody else’s customers. 

**At first, we babied them. But the more machines 
we sold, the more calls we'd get. No profit there. 
Then one of us got bright. We called the appliance 
trade man from Tide for the story on their Home 
Demonstration Plan. It added up—we’d just take a 
little more time when we first installed a machine 











. . Show them how to handle it, run it through a 
cycle, and give them the lowdown on Tide. Like he 
said, ‘educate them.” 

‘We figured Tide’s plan would save us plenty in the 
long run. Brother, what an understatement! We 
practically wiped out nuisance calls on our washers. 
“And we did Tide one better—we hired a home econ- 
omist. She shows the gal how Tide helps get the most 
out of her machine, and polishes off any questions 
our salesmen maybe missed. And if a neighbor is in, 
she gets out a free box of Tide for her. You'd be 
surprised how many women remember us when it 
comes time to buy a new washer, or any appliance. 

“Now we've got a reputation for service that takes 
up the slack when we can’t drop prices any lower. 
And the cash bonus Tide gives us for every home 


Promote with Tide — packed in 25 automatics, 


used in 25 million homes every year! 








demonstration—in addition to the discount on the 
Tide—is plowed right back into advertising. In 35 
years of business, the Tide Home Demonstration 








Plan is one of the smartest moves we've ever made.” 





discount. 


for each one. 





Take a tip from Mr. Lansing — here’s how you 

can use Tide in home demonstrations to cut nuis- 

ance calls, increase sales: 

1. Obtain Tide through your Tide Appliance Trade 
Representative* at a substantial advertising 


2. Give a complete home demonstration with 
Tide—if qualified, you receive a cash bonus 


3. Advertise your Tide Home Demonstrations. 
Use them as sales-clinchers. 


*For complete details and/or the 
name of your Tide Appliance 
Trade Representative, write Tide 
Home Laundering Bureau, 806 
Gwynne Bldg., Cincinnati2, Ohio. 





A Product of Procter & Gamble 
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What was that 
about 


GIANT SIZE 
PERFORMANCE ? 


You've heard it right... the 
TOASTMASTER Quick-Heat Auto- 
matic Water Heater is a midget for 
size, but a giant in performance! 

That’s because more and more 
utilities are approving higher-wat- 
tage water heating on their lines... 
giving more and more dealers an 
opportunity to merchandise and sell 
the advantages of smaller capacity 
with BIGGER hot water delivery! 
Even a 40-gallon model delivers vol- 
umes of water comparable to ordi- 
nary water heaters of 80 gallons 
capacity. 

As for features, you offer your cus- 
tomers the well-known Life-Belt* 
Element . . . Ionodoglas* lined or 
galvanized tanks . . . factory-tested 


controls . . . Fiberglas insulation . . 
and the world-famous TOAST- 
MASTER reputation for superior 
craftsmanship and outstanding per- 
formance. 


**Toastmaster” and “lonodogias”™ 
are trademarks of McGraw-Edison 
o., makers of ‘Toastmaster’ 
Toasters, ‘‘Toastmaster’’ Water 
Heaters and other “Toastmaster” 
and “Tropic-Aire” products. Copy 
right, 1958, by McGraw-Edison Co 
Chicago 


McGRAW-EDISON CO. «+ Clark Division 
5201 West 65th Street + Chicago 38, Illinois 


TOASTMASTER 
Automattic. Woter Heaters 





THEY KNOW WHAT THEY WANT 


it may be vastly preferable to 
concentrate on the new cooking 
possibilities opened up by own- 
ership of a new range. The 
woman should be told how she 
can go even further in indulging 
her impulse to cook with an up 
to date range which will broaden 
her skill. (Much the same ap- 
plies in selling a sewing machine 
since this is another field in 
which the woman enjoys her 
creativity ). 

Similarly, since women tend to 
dislike ironing and cleaning, 
pitches on appliances in these 
fields should concentrate on the 
time-saving, labor-saving story. 


Getting Specific 


The Congress members had 
definite opinions about appli- 
ances as well as the work these 
appliances perform. 

Although a tally of typical 
comments about colored appli- 
ances shows 46 favorable opin- 
ions to 13 unfavorable ones, 
there were a number of qualify- 
ing remarks made during the 
discussion which followed. Basi- 
cally, the women seemed afraid 
that they might get tired of a 
color; they also had some doubts 
about the durability of colored 
finishes. 

“T love them (colored appli- 
ances) very much... I would 
love to have a pink kitchen with 
everything built in.” 

“T feel that the colors would 
blend better with wood cabinets 
or painted cabinets. You don’t 
have that glaring white finish 
always on the appliance.” 

“You can clean them better 
than your enamel.” 

“It takes away the hospital 
appearance of your kitchen.” 

“It would be too hard to 
change. If you bought a refrig- 
erator and everything else at 
one time, it might be all right.” 

“T like them, but I have heard 
the comment that we might get 
tired of them and want to re- 
decorate the rest of our room.” 

“You can’t change your stove 
every time you want to change 
your curtain material.” 

“Yes, but one does not buy a 
refrigerator simply because of 
color. You have your engineer- 
ing behind it, the service you 
get, and durability. The thing 
that I object to is not especially 
the color but the mere fact that 
it is forced on you.” 
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“Once you do buy a major ap- 
pliance, you buy it for a period 
of from ten to 15 years. I think 
when the manufacturer intro- 
duces a color he should also in- 
troduce the practicality of it. It 
does not take long for it to show 
wear when the underneath is 
white.” 

For the retailer the lesson is 
obvious. To sell color he must 
be able to talk quality as well as 
he does with white and he must 
be ready to prove that a colored 
kitchen does not become tire- 
some or familiar any faster than 
a white. 

The Built-in Story 


The Congress members 
showed a keen interest in built- 
ins, as the chart below indicates: 


Interest In Built-Ins 


Yes No 
Oven 56 6 
Range top 36 4 
Dishwasher 26 5 
Refrigerator 39 6 
Freezer 27 18 


Even with this background of 
interest, however, the women 
had some _ reservations. They 
worried about the size of such 
units, whether they could be re- 
placed easily, and whether they 
were accessible for servicing. 

Nor did their interest in built- 
ins stop with major appliances. 
Twenty-nine delegates made a 
total of 41 suggestions for other 
built-ins, mostly small appli- 
ances. Fourteen wanted a built- 
in small appliance center, 11 a 
wooden chopping block and five 
a mixer. 

Here’s what they had to say 
about built-ins as such. 

“T have an oven in the wall, 
and I like it for the cleaning, 
as well as cooking. I think they 
should all be at that height. This 
getting down on your knees is 
dreadful.” 

““May I ask this: If you wash, 
as we all do, constantly, the life 
of your washer is not long. You 
have to replace an entire ma- 
chine. If five years from now I 
need another one and they have 
thought of something else, what 
am I going to do? They have to 
keep the size standard.” 

“T still think the manufactur- 
ers ought to take into consid- 
eration keeping it (the built-in) 
standard if they are going into 
built-ins. It would make a deco- 

(Continued on page 66) 
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DIAL-A-MEAL FOOD GUIDE 


ake and ‘ook 





Roast and Broil 








heads a long list of new features 
that make it easier to sell the 1958 


eh 2-in-1 thermostatically con- 
+ trolled unit makes every uten- 
electric fall 9eS sil automatic. 


a eo: .| Spin the dial. Right before your prospect’s eyes the 

ameall Food Guide selects correct time and temperature for 
perfect cooking results in roasting, baking, broiling, 
or surface cooking . . . automatically! Food Guide is 
a top “customer convincer” for ’58, but by no means 
the only one on the new RCA WHIRLPOOL electric 
range. There are over twenty-five other demonstrable 
features . . . each a time and work saver, each de- 
signed to help prepare better tasting meals... 
and to help you make more sales! Don’t wait for 
competition to copy these features! Start selling 
them today with the range that has them today 
. . » RCA WHIRLPOOL! 








Exclusive, automatic Ka- 
Bob turns 5 shish-kabobs, cooks 
them perfectly. 


Infinite-heat selection on all 4 surface units. 
Easiest-to-set, easiest-to-sell ‘'2-Set’” clock. 
High-speed Flash unit heats to high in 13 seconds. 
One simple control for all oven cooking. 








Easier-to-clean recessed top. 


Exclusive Roto-Baste auto- 
matically spreads juices over 


ting. 
RCA WHIRLPOOL Home Appliances meat during roasting 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


) 


RCA od by teedemerk ewner Radic Corporation of Amorice Zz its = 
Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 9 
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THE BIG FILTER DRUM THAT WENT 


ON EARTH 
ROUND THE WORLD! 








Tf one man had all ty 
experience of Philco 
ality contro 
The Big Filter Drum in a Philco-Bendix Duomatic washer-dryer pcre would be 660 
could easily go to Singapore and back, or 1.33 times around expe ola. This 660 
the world on the number of revolutions it makes in our years experience stands 
“life-tests.” In fact every part in every Philco- Bendix unit ew 4 every Philco-Bendix 
must pass tests equal to ten years actual use — even before pc make. 
it is approved for production. = 
Philco-Bendix Home Laundry Appliances are brought to you by Philco Corporation 
LL oho 
LOOK AHEAD ...2nd you choote 
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KING SIZE BITE 
With teeth tougher than the world's toughest lion, 
the transmission gear on a Philco-Bendix automatic 
will outperform and outlast any gear on any washer 
made. Compare ‘em yourself. This king-size "bite" 
means less service, more profit for you. 






— TWINS EvEpy TIME! 
S quite q trick when Mother Nature 
cal twins. But Philco- 









WORLDS TOUGHEST 
WASHDAY 


A12-TON mountain of clothes 
is washed and dried in a 
Philco-Bendix Duomatic washer- 
dryer before engineers will 

OK the model for production. 
The average housewife would 
have to wash five or six loads 

, a week for ten years to tote up 
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a bundle like this. Object of test: —— 
to give you todays most trouble- == = 
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A i a “More retail sales— more retail profits’- that’s the big idea behind Philco-Bendix laundry 
ON J \ quality. Why not put it to work in YOUR store. Call your Philco distributor today! 


Il PHILCO-BENDIX 
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Complete Home Barber Kits 
for 7 budget 


for every need 





= 


ee 


THE WORLD’S HIGHEST QUALITY 
MOST COMPLETE LINE OF 
HOME BARBER PRODUCTS 


Wahl is the largest manufacturer of 

electric hair clippers in the world. Stock 
your entire home-barber department from this one reliable 
source. Hair Clippers—Dryers—Vibrators—Shear Sharpeners 
—Combs—etc. All Wahl products carry a reputation that sells! 
Write for catalog wer ad mats and prices — today! 


WAHL 


f Wahl Clipper Corp. Dept. EM-4, Sterling, Ill. , 


Please send full particulars and prices on 
the popular Wahl home barber line. 





j 
Name ad ! 
: Store a ! 
1 
WAHL CLIPPER CORP. : Address | 
Sterling, Wlineis =| “ity _______ ni 
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rating problem, a cleaning prob- 
lem. If they are going to go into 
built-ins in a big way, you have 
to keep them standard for con- 
venience. It would irritate me 
to re-do a whole thing that I 
had done because the man who 
sold me two inches more of a 
thing here said something else 
was better.” 

“I would like to have every- 
thing I own built in, in case the 
repair work could be done effi- 
ciently, so the motors could be 
taken out, especially an oven up 
on the wall where you can get 
to it.” 

“IT would like everything built 
in because you would get around 
the cleaning problem, behind, 
under, between all those things. 
There are terrific places to clean. 
Also, I would love to have a 
small appliance center, where 
the small appliances would be 
stored on folding shelves, if 
they were hitched on to the 
wall.” 

“Now every time you want to 
use your mixer or blender, or 
whatever you use a lot, you have 
to go to the cupboard, drag it 
out, attach it, and then put it 
back. I would like something 
with a push button, disappear- 
ing shelf where you just open 
the drawer and there is your 
mixer. You open up something 
else and there is your blender.” 


Women In The Kitchen 


What’s a kitchen for? 

The answer, according to the 
Congress delegates is simple: 
almost everything. Only three 
said it was strictly for cooking. 
And 43 of them came up with 
79 different occupations per- 
formed in the kitchen. They in- 
cluded: 


Recreation 21 
Meals-entertainment 19 
Laundry 16 
Office-phone-children’s 
homework 14 
Sewing 5 
Storage space 4 


“T don’t think our kitchen is 
such a far cry, as far as activ- 
ities are concerned, from our 
grandmother’s kitchen. Wasn’t 
grandmother’s kitchen a meet- 
ing place?” 

“With me, I think the kitchen 
is the center of activity because 
everything goes on there.” 

The delegates had some fairly 
definite ideas on kitchen design. 


APRIL, 


STORY STARTS ON PAGE 52 


Here’s the type of kitchen they 
wanted: 


U-shaped 45 
L-shaped 17 
Corridor type 6 
One-wall type 2 


And here’s the way they pre- 
ferred to have the sink ar- 


ranged: 
Peninsula 22 
Parallel to outside 
wall 19 
Corner 9 
Island 3 


Right angle to outside wall 5 

Actually, this table tends to 
obscure one point on which 
there was wide agreement: that 
the sink should be below the 
window. Even some women who 
had cast votes for peninsula or 
island sinks entered the discus- 
sion about the advantages of 
having the sink below a win- 
dow. 

Perhaps the women have such 
definite ideas on their ideal 
kitchen because they have such 
specific criticisms on their pres- 
ent arrangement. Only ten of 
the 98 in attendance were satis- 
fied with their own kitchens. Of 
the remaining 88, 42 made a 
total of 62 criticisms: 


Poor use of space 18 
Small, narrow 14 
Lack of cabinets-cup- 

boards 9 
Poor floor covering 5 
Lack of counters, drain- 

boards é 
Miscellaneous 12 


What They Want 


Quite naturally, the women 
had some criticisms of particu- 
lar appliances. And it was in 
this area that they showed some 
ignorance of what’s already on 
the market. Requests that re- 
frigerator coils be removed from 
the top or back of the box, and 
requests for double ovens 
seemed to indicate that some of 
the participants were unaware 
that such merchandise was al- 
ready available. 

For dealers, this is probably 
one of the two most important 
lessons to be learned from the 
Congress: never assume that 
your customers know what you 
have to offer. 

The second conclusion—and 
perhaps the most important in 
the long run—is that a salesman 
must learn to understand a 
woman’s point of view towards 
appliances. End 
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He’s wearing all-clean socks washed in 
a General Electric Filter-Flo Washer 


He’s wearing “linty’’ socks washed 
in an ordinary washer 


eel leteleleeterter 
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The top-of-the-line General Electric Filter-Flo Washer has 2 big features for 


SALES SOCK WITHOUT COMPARE 





1 “NO LINT FUZZ” WITH THE 
FILTER MOST IN DEMAND 


¢ The big General Electric filter can’t 
clog or spill lint on clothes. 


¢ One-piece, durable. Always in plain 
view, easy to remove and clean. 


e No screen matted with lint to brush 
clean! Not a hidden trap. 


¢ Makes a handy detergent dispenser, 
too. Prevents discoloring lumps. 


e Proved in well over 500,000 homes. 





2 AUTOMATIC FABRIC CONTROL 
WITH ONE-TOUCH FABRIC KEYS 


¢ The one washer that pre-sets four 
wash conditions exactly right for any 
type of washable fabric automatically. 
No more guesswork! 

¢ Touch one fabric key to select the 
correct wash and rinse temperatures, 
wash and spin speeds. 

¢ Keys for regular wash (white and 
colorfast or non-colorfast); sturdy and 
delicate synthetics; “specials.” 


Filter-Flo Washers are available in 4 price lines. Call your distributor. 


More than ever you'll sell the Progress ls Our Most Important Product 


) 


Z'hS No. 1 Choice in Washers. GENERAL ELECTRIC 
“tomy General Electric Company, Appliance Park, Louisville 1, Ky. 
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This is it! 


FEDDERS’ NEW PORTABLE 


# 


wo 
Os 2am. 4) 
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THE “CARRY-HOME” MINUTE MOUNT AIR CONDITIONER 
WITH EVERY “FULL-SIZE” FEATURE... 


Sells in seconds ... installs in minutes. Just 
what you’ll need on scorcher days for those 
“install-it-today-or-else” sales to harried 
customers. 





A compact (12%”x 12%”x 20”) light-weight 
unit with distinguished “Thin... and i 
Low”’-est styling by Raymond Loewy. And 

all Fedders, through and through ... all the 
performance, all the convenience features 

that have made full-sized Fedders the world’s 
largest-selling air conditioner. 














And this is especially imporiant to every 
dealer: 


The Minute Mount is engineered, merchan- 

dised and priced to fit —not fight— the 
record-breaking profit pattern Fedders deal- wi 
ers are enjoying right now on sensational 
Fedders Cools-and-Heats models. 





e Full-rated 2 HP performance for 7!2-ampere current 
e Large, low-speed fan for quiet operation 

e The only portable with built-in thermostat 

e Single operating control 

e 360° full-directional Weather Wheel grille 


AND WITH... i nahiestin 


e Use anywhere as de-humidifier, too : f 

7 e All-around protective cabinet yf Gyr 

(AT AST). ee th 
ties mrt “i ; 


AN INSTALLATION THAT MAKES PORTABLE AIR CONDITIONERS PRACTICAL 


The big Minute Mount feature that makes 
portable air conditioner selling a reality: 


don en window hand Gite Sofety- 4 § Fedders’ exclusive SafetyF AST one-two-three 
se e installation system. No separate parts to as- 





FAST brackets into place. Level off : 
semble .. . nothing to screw into window sill 


installation’ or sash... not even a single tool is needed. 


*Patent applied for Holds safe and steady asa rock but releases 
instantly for window-to-window moves as 


= quick as a wink. 
@ Lift Minute Mount onto 3. Slide telescope fillers to side 


FEDDERS 


World’s Largest-Selling Air Conditioner 


unit with built-in adjustment. 








mounting plate. Unit is positioned of window . .. slip sealing gasket into 
perfectly in window, inside and out position . . . pull down window. Total 
automatically. time — 2 minutes. 


Coit 


got 
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WHEN WASHED AND DRIED IN AN 


RA) Whinkpoot 


WASHER-DRYER COMBINATION 









lt washes, rinses, dries Wash ’n 
Wear garments “ready-to-wear”... 
even some regulars come out so 
smooth no ironing is required! 


Your prospects want automatic wrinkle-free laundering 

. . and you can give it to them in this amazing com- 
bination. The secret’s in the special cooling-fluffing period 
at the end of the drying cycle . . . and in the entirely 
new principle of washing and rinsing. Washing and rins- 
ing are automatically “tailored” to the type of fabric so 
most washing wrinkles are avoided. Tempered-heat dry- 
ing at just-right temperatures prevent heat-set wrinkles. 
Then the special cooling-fluffing period finishes Wash ’n 
Wears and many regulars so smooth that ironing is 
not required. 


And, there’s more that puts you sales ahead every time 






























you demonstrate this years-ahead combination ... a 
built-in water heater . . . built-in lint filter .. . 5-temp 
drying . . . gas or electric operation . . . color... and 


many other wanted features! 


Saves up to 15,600 gals. of 


3 ater a year over competitive 
Full 29” drum handles giant ™ y petit 


j ‘ombinations . . . the equiva- 
10-lb. load . . . yet this new com 
comb ae 33” wide! lent of 1000 bathtubs full 
: of water! * 


Filter-Stream Washing pene- 
trates every fiber, loosens the 
most stubborn soil . . . saves 
up to half the soap! 





RCA WHIRLPOOL Home Appliances . . . Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


Use of trademarks fa ond RCA authorized by trademark owner Radio Corporation of Ame 
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with an exciting FREE OFFER in 


LIFE, LOOK, GOOD HOUSEKEEPING 


and 99 Sunday Newspaper 
Magazines! 





106 million people will see this sales-making EUREKA offer! 


In March—and again in April, over 106 million potential buyers will 
see Eureka’s sales-making offer... a $19.95 Eureka Storage Chest 
Free with Eureka 960 Golden Crown Super-Rotomatic at $69.95! 
They'll see it in LIFE, LOOK, GOOD HOUSEKEEPING, and 99 
big city Sunday Newspaper Magazines! The special $20 trade-in al- 
lowance on famous Eureka Upright model 260 is also featured for 
extra excitement! The whole deal is chock-full of selling power... 
spring-timed to sell the millions of women with spring-cleaning on 
their minds! And, it’s packed with profit for you! 


99 Sunday newspaper magazines sell 
EUREKA’S sales-making offer in your city! 





Eureka will hit customers where they live (and buy) when this 
powerhouse ad breaks in THIS WEEK, PARADE, and Inde- 
pendent newspaper magazine sections all over the country! It’s 
a new approach to national advertising—sure to pay off in 
profits for Eureka Dealers. 


—— 
| =e 
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| 4 
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Paraesaiih EUREKA WILLIAMS CORPORATION ® Bloomington, Illinois 


in Canada: Onward Manufacturing Co., Lid., Kitchener, Ontario 














Le Another big sales-booster—featured in national ads! 


GIV 


For a limited time—Eureka Dealers can sell 
the famous Eureka model 260, 2-speed Up- 
right (regularly $89.95) for just $69.95—by 
giving a $20 trade-in allowance for any old 
cleaner. This great offer backed by powerful 
national advertising is certain to pour Eureka 
Upright sales into dealers’ stores this spring. 


E °20 SAVINGS-’N TAKE °20 PROFIT! 


Here’s how it figures: 


give trade-in allowance of. . . .$2Q00 


sell at special price of 


YOU POCKET A BIG 
PROFIT OF *20°° 





That ugly rumor is around again... 


The rumor is that General Electric is considering entering 
the retail business. 

Plainly and simply, that is exactly what it is: a rumor. It 
is entirely unfounded and untrue. Repeat: General Electric 
is not considering entering the retail business. 

Our independent dealers are essential to us. They do the 


retailing job far better than we could ever do it ourselves. 


For they are professionals at retailing, and we are not. They 
know how to do it right, and we do not. 

What’s more, they seem to like their independence, and 
that is just fine with us. For what is good for General Electric 
retailers is certainly good for General Electric. General Elec- 
tric Company, Appliance and Television Receiver Division, 
Appliance Park, Louisville 1, Kentucky. 


Progress /s Our Most Important Produet 


GENERAL @@ ELECTRIC 
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Quality that’s KNOWN... features that PULL...prices that SELL! 
* 





TWO ROLL-A-BREEZE MODELS 


a ae mone a - ” —— 












1958 FANS 


Arvin quality is up again—yet prices are unchanged or lower! 
All eleven 1958 models are made of heavy gauge steel, with 
electronically balanced aluminum blades, and 4-point cross- 
braced mounting of Arvin’s high efficiency motors. With Arvin, 
the fans you sell don’t come back—the customers do! 


PS pe MO Re 








MOST VERSATILE LINE OF 20-INCH WINDOW FANS 


SE PO FO 


Illustrated above is Arvin’s brand new combi- 
nation fan and Roll-A-Breeze pedestal in a low 
cost, self-contained unit. Tubular pedestal and 
fan are finished in charcoal gray enamel; jet 
black blades contrast with white enameled grille, 
front and back. Fan rotates through 360°, holds 
firmly at any desired position. Rolls si- 
lently, easily, on large rubber wheels. 


DE LUXE ROLL-A--BREEZE 

PEDESTAL FOR ANY ARVIN 
20-INCH PORTABLE FAN 

Chrome and charcoal gray enamel 
finish; big wheels. Fan position 
adjusts between 60” maximum 
and 31” minimum height— 
rotates through 360°. 











i 
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Next to quality, versatility is the outstanding feature of the 1958 line 
of Arvin 20-inch window fans. 


There are two models with integral window panels . . . two “‘lift-out” 
window-portables with panels included . . . three others with matching 
panels available at extra cost. 


Three of the 1958 Arvin 20-inch window fans are electrically revers- 
ible . . . two are thermostatically controlled. Four have three speeds . . . 
three have two speeds. A choice of motors, body and grill design, finish 
and trim provides further variety. 





Most popular size portable for use on 
desk, table, floor or window. Model 7614, 

Arvin’s wide range of prices, features and styling meets every possible illustrated, pivots freely in a handsome 
customer demand. tubular stand so air flow can be directed 
up, down, at any angle. Holds firmly in 
any position. Two-speed weather-proof in- 
duction motor, coppertone finish, chrome 
grille. Available without stand as Model 
7414, with or without window panels. 








WINDOW PANELS fit any double hung frame from 27” to 364’. 
Model 601 for 20° fans in coppertone, white or charcoal; Model 614 
in coppertone only for 14’ fans. 


ALL UL LISTED « GUARANTEED 5 YEARS + SEND FOR DISPLAYS, BANNERS, MAILERS, MATS 


* 
Electronics and Appliances Division Arvin INDUSTRIES, Inc., Columbus, Indiana 














Ironing Tables, Leisure Furniture, “Charky” Grills. Remar? 
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EXCLUSIVE AIR | 


heads a long list of sales-closing 
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IMPERIAL MODEL EI-138 




















short, complete line for '58 


The 1958 line of RCA WHIRLPOOL refrigerator-freezers is complete 
. . . Sizes from 8 to 13 cubic feet . . . true, “zero-cold” freezer 
compartments or giant, frozen-food storage compartments. . . 
styles to fit any kitchen scheme including the new, “built-in” 
decor . . . and prices that let you compete in any market. Yet, 
it’s a short line, designed for efficient selling through easy 
trade-up and minimum inventories. Get started with this fast- 
selling, new line, now! 





Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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PURIFYING SYSTEM 


features to help you sell more refrigerator-freezers 








. 


PURIFY 





Now you can spice-up your sales talk with a story 
of flavor... “farm fresh’ flavor of food kept better, 
longer in the new RCA WHIRLPOOL with exclusive 
Air Purifying System. Ultra-violet rays condition the 
air to help retard bacteria growth and food deteriora- 
tion. A quiet, dependable fan circulates this condi- 
tioned air for balanced cold throughout the refrig- 
erator . . . even through the storage space in the 
door. Air Purifying System is today’s big difference 
in refrigerators . . . and only the RCA WHIRLPOOL 
refrigerator-freezers have it! 
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Tilt-down fruit bin is full- Full-width glide-out shelf 


door width to hold more. 
Full-width translucent front 
lets you see in at a glance. 
Contents easily accessible. 
Removes for cleaning. 


puts food out front where 
it is easy to see and use. 
Over 70% of the rust-proof 
aluminum shelf glides out 
on Nylon slides. 


ing, pulling, and wasted 
cubes. A touch on the handle 
of the inverted tray showers 
ice cubes into a big remov- 
able storage bin. 


Slide-out egg rack stores up 
to 20 eggs safely and pro- 
tects their freshness. Rack 
slides out for easy loading 
and unloading or may be 
removed completely. 





Ice ejector eliminates pry- 


> 
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. wr: ghee cae At 
Meat Chest holds up to 12% 
pounds at a just-right tem- 
perature. This glide-out 
Meat Chest is easily remov- 
able for loading, unloading 
and cleaning. 


Big ‘zero-degree"’ freezer 


keeps food frozen safely up 
to a year. Has two fast 
freezing shelves and handy 
door shelves for convenient, 
roomy storage. 


GA) Whinkpoot 


REFRIGERATOR -FREEZERS dul 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


* 
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See your RCA WHIRLPOOL distributor for details, today! 


Use of trodemorks Sg ond RCA authorized by trodemork owner Rodio Corporotion of Americo 
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Build Traffic, 


















Excitement and Sales with. 



































Everybody Wins In Kelvinator’s “LUCKY STAR” SELL-A-BRATION 


Thousands of Consumer Awards to Speed Heaviest Traffic Ever to Kelvinator Dealer Stores 


Housewives with stars in their eyes! Flat-footed fellows with stars 
on their coats! The butcher, the baker, the kindly bookmaker and 
all their wives. They'll all be in, they'll all want to win, and they 
will. Yes, the Kelvinator “Lucky Star” promotion means traffic, 
traffic, traffic 


floors busy with qualified prospects for every 
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qualified Kelvinator dealer. And Kelvinator sees to it that you'll 
have the products and the prices to turn those prospects into 
profits. Why read farther—call your Kelvinator distributor or 
zone right now .. . but if you want the full details, see the next 
page for the greatest promotional program ever given a dealer. 
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KELVINATOR'S “LUCKY STAR” SELL-A-BRATION 


There’s Still Time To Cash In Big. Call Your Kelvinator 
Representative For The Whole Star-Spangled Story! 














Sure Fire Traffic Builders, Exciting Store Trim, Powerful Product Specials 
They're All Included in KELVINATOR’S “LUCKY STAR” SELL-A-BRATION PROMOTION 


The picture doesn’t start to tell the story. There just wasn’t room 
to get all of the gay, exciting, colorful trim that you get in this 
promotion package into the picture. There wasn’t room because 
we wanted to get these six powerful promotion models, priced 


for volume, priced for profit. right up front. Yes, you get the 
program, you get the products, you get the prices, you're off to a 
flying star——t. Call your Kelvinator distributor or zone. Find 
out how perfectly this spring program fits vour business. 


Profitable, 
Step-Up Selling! 


Yes, Step-Up-Sales are in the 
cards with Kelvinator new 
“Style Mark” series of Refriger- 
ators, Electric Ranges, Freezers 
and Laundry Products. 








‘ Hard-Selling Full Color 
Four Page Broadside 


This punch-packed promotion 
piece comes to you imprinted 
with your store name and 
address. It builds traffic, sells 
the complete new Kelvinator 
“Style Mark” line. Your repre- 
sentative will get one to you Est. 


ONLY WHAT’S BEST FOR OUR DEALERS 


tom Ketwinator 


ar Division of American Motors Corporation + Detroit 32, Michigan 
American Motor Means Sy: More For Americans Live Better Electrically rc} 


ss 
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Big Frigidaire Dishwasher news— 
2 great series, matching 


Sheer Look-Plus! 


YOU’VE SEEN THE SHEER LOOK—HERE’S THE PLUS! 


Up to 48% Greater Capacity Than Other Leading Comparable Models 
Checked - New “Sparkle-Clean” Washing Action - New “Spots-Away”’ 
\ se ' ¢ Rinsing and Drying - Cost-Saving Minute-Man Installation 





_— - a big profit plus, too, in the newest, smartest 

Frigidaire Dishwashers ever. Just imagine the consumer appeal 

in new Sheer Look beauty, new easy-load capacity, new 

“Sparkle-Clean” washing action and new “Spots-Away” rinsing 
and drying . . . all only-from-Frigidaire features! Modular - 

construction and simplified wiring and plumbing con- 

nections mean cost-saving installations for you. What’s 

more, you get multiple-sales opportunities with these 

new dishwashers that match the entire family of Frigidaire 

Appliances in style, color and years-ahead features. 



























NEW DELUXE AND CUSTOM IMPERIAL SERIES 


Satisfy every customer with their choice of new De Luxe 
or Custom Imperial Undercounter models, or Custom 
Imperial Free-Standing, Mobile, and 48” Sink-Com- 
bination models. Side panels available in colors for 
end-of-counter installations. Maple chopping block 
tops for some models. For more information call 

your Frigidaire Custom Products Representative 

or Frigidaire distributing headquarters today. 




















Custom Imperial Model DW-IUZ 
(illustrated) has two detergent wash 
cycles and three rinses, including 





automatic “Spots-Away” rinsing and Minute-Man undercounter installations are easy with New Frigidaire24” Dish- Every dish comes “Sparkle- 

drying. Choose from Sunny Yellow, 24” modular construction and new, safe, easy-reach washer holds 12 full Clean,” with Turbo-Spray 

Turquoise, Charcoal Gray, Mayfair wiring and plumbing connections. No heavy tub to  place-settings plus* ... washing action. Custom 

Pink, White, or optional Satin remove! (1) Rough-in utilities in opening 24” W x as much as 147 pieces’ Imperial models have 2 wash 

Chrome finish in some models. 344%” H x 24” D. (2) Slide dishwasher into place ...up to 48% more cycles and 3 rinses, includ- 
and connect. Make plumbing connections in front than other leading 24” ing new “Spots-Away” rins- 
on left, wiring on right. (3) Attach bottom panel. models checked. ing and drying.** 


* National Electrical Manufacturers Association Standards 


FRIGIDAIRE DIVISION * GENERAL MOTORS CORPORATION * DAYTON 1, OHIO *%* DeLuxe model has a slightly different operating cycle and does 


not include ‘‘Spots-Away’’ or Dual Detergent Dispensers. 


Frigidaire—Built and 
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2 MEETS 


new products 


ANNA A. NOONE Editor 


NuTone oven hood and power unit 





NuTone ‘‘Heat-a-Vent Lite’ 


NuTone Built-Ins 


Six new built-in products for 
1958 are announced by NuTone: 

An oven hood fan for all 
makes built-in ovens, blends 
with oven designs; the rounded, 
brushed chrome hood extends 
3-in. from wall; blower unit 
occupies 434 in. of space above 
oven; may be pulled out for 
cleaning; air can be discharged 
in any direction through stand- 
ard 4-in. duct; push switch is 
built into main housing and 
does not interfere with hood 
removal; available in sizes to 
fit 24, 27 and 32 in. cabinets; 
same power unit fits all sizes. 

A twin hood-fan for penin- 
sular areas is also announced. 
Equipped with NuTone Jet- 
Flo fan, a standard 7-in. round 
duct is used for discharge 
through cabinets above hood; 
fan and light are operated by 
pushbutton control panel; 3 
finishes: copper enamel, satin 
anodized aluminum and copper 
anodized aluminum; 36- and 
42-in. lengths, 24% in. deep. 

Heat-A-Vent Lite, a new 4- 
way ceiling unit, combines a 
heater, circulating fan, light 
and exhaust fan; while fan cir- 
culates heated air exhaust fan 


automatically shuts off pre- 
venting warm air loss; enclosed 
type element; silent exhaust 
fan carries off steam and odors; 
hinged, 100-watt light designed 
to illuminate entire bathroom; 
unit also equipped with back 
draft damper, flanged for use 
with standard 4-in. duct. An- 
other ceiling unit combines a 
light and exhaust fan. 





NuTone Deluxe Intercom 


Radio-Intercom system _ in- 
cludes AM and FM radio, 9 sta- 
tions, phono-jack, 2-way pri- 
vate conversation and constant 
monitoring; tilt-lock on master 
panel holds it securely while 
tilted open to simplify install- 
ing; master control panel in 
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copper anodized or stainless 
brushed chrome; outdoor re- 
motes, gold anodized; inside 
remotes sand or may be 
painted. 

Bathroom scale, built into 

wall, pulls down at flick of 
finger; scale is built into inside 
of steel door which lowers from 
top and rests on floor; provides 
wide tread area; special device 
makes door easy and safe to 
open and close; fits an opening 
1438 x 23% in.; white enamel 
finish, may be painted any other 
color. 
Prices: Oven hood, 1400 series 
$13.45, power unit, 1460, 
$36.50; twin hood-fan, 1500 
series, from $62.95 to $84.25. 
Heat-A-Vent, No. 909, 1475 
watts, $64.95; No. 911, 1800 
watts, $69.95. Radio-Intercom, 
Deluxe model with AM-FM 
radio, 3-inside remotes and 1 
outside remote, $179.50; stand- 
ard model, AM radio only with 
same number of _ remotes, 
$129.50; additional remotes, 
$12.95 each. Built-in scale, No. 
550, $34.95. NuTone Inc., Madi- 
son and Red Bank Rds., Cincin- 
nati 27, O. 





Norge AW-16-2 Washer 


Norge Washer 


Two-speed, two-cycle auto- 
matic washer, AW-16-2, has full 
9-lb. capacity; offers choice of 
normal or short wash cycles in 
addition to normal or slow agi- 
tator and spin speeds. 

Features include automatic 
“lint out dispenser wheel”; wa- 
ter temperature selector; aerat- 
ed water fill; built-in sediment 





remover; time line control; por- 
celain tub; lifetime-finish por- 
celain top. 


Price: $299.95. Norge Div., 
Borg-Warner Corp., Merchan- 
dise Mart Plaza, Chicago 54, Ill. 





Westinghouse Diplomat 30 range 


Westinghouse Range 


A new 30-in. range, Diplomat 
30, BLS-30, has been added to 
Westinghouse 1958 line of 
ranges bringing the number in 
line up to 5. 

“Shape of Tomorrow” styl- 
ing; automatic timer controls 
oven and appliance-grill outlet; 
plug-out surface elements for 
easy cleaning; infinite heat 
speed controls activate the 4 
surface units; divided surface 
platform provides work space 
between elements, and platform 
edges are beveled up to prevent 
dripping and spillage. 

Single dial control operates 
oven; tubular Corox heating 
elements at top and bottom of 
oven provide even heat in all 
parts of oven for precise bak- 
ing; units plug-out for quick 
cleaning. 

Full-width fluorescent plat- 
form light, oven signal light, 
gray porcelain oven interior, 
full width storage drawer on 
nylon rollers, infra-red broiler, 
smokeless broiler pan. Rotisserie 
and automatic grill optional. 
Westinghouse Electric Corp., 
Range Dept., Mansfield, O. 
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1. FIRST TRUE AUTOMATIC ELECTRONIC TUN- 2. FIRST AUTOMATIC LOCAL-DISTANT STATION 3. FIRST REMOTE CONTROL TO OPERATE FROM 
ING! No tuning . . . no out-of-focus TV! One touch SELECTOR! Nearby channels never overload screen. ANY OUTLET! No wire stretching to set, no bat- 
changes channels and fine-tunes picture and sound. Distant channels come in clearer. Skips unused teries! The “Picture Pilot’’ plugs into any AC out- 
Adjusts automatically, electronically to variations channels. Simply preset “Program Wheel”’ once, let, changes channels, softens sound. No fine-tuning 
in house current, aging tubes, signal strength! then forget it forever! — Electronic Tuning does it! 






DAMAGING SURGE 
WITHOUT TUBE SAYER 





WITH TUBE SAYER 
























o—__+__2—__o 
“— 2s a es 
WARM UP TIME IN SECONDS 









TUBE SAVER PREVENTS POWER SURGE 


Tube ie a tb 
EEE saver [~*~ ZL) iF 1 
EEL 




























5. TUBE SAVER— IN EVERY WESTINGHOUSE TV 6. PUSH-BUTTON ON-OFF ON EVERY MODEL! No 7. EXCLUSIVE TREBLE-TO-BASS TONE CONTROL! 
SINCE 1954! Absorbs initial surge of power each need to fuss with volume each time you turn the set A twist of the wrist changes the tone to suit your 
time set is turned on... prevents overloading of any on. Just push, it’s ‘‘on’’... push, it’s “‘off.’”” Volume taste. Together with Westinghouse Full Fidelity 
one tube. . . eliminates possibility of premature stays constant .. . ends sudden, annoying blare-up Sound, it gives viewer the finest sound reproduction 
tube burnout. Cuts down service call-backs. of sound as set warms up. in the TV industry! 
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10 GOOD REASONS | 
TO SHOW AND SELL |' 


-— - - S 





WHY ITS EASIER 
WESTINGHOUSE TV 


aa | YOU NAME IT, WESTINGHOUSE TV HAS IT! You get more to talk 


about ... your customers get more for their money. For, Westinghouse 





TV not only gives you big exclusive features like Automatic Electronic 
Tuning to demonstrate. It gives you all those little quality extras to 
show, too... like Tone Control and Push-Button On-Off .. . extras 
usually stripped from other TV sets! Yet, despite all these quality 
features, Westinghouse T'V is priced right in line with your toughest 
competition. Why don’t you make your selling job easier . . . move with 
the line that’s on the move, Westinghouse! 





you CAN BE SURE...1F « Westi nghouse 


Television-Radio Division + Metuchen, New Jersey 


4. TROUBLE-FREE SILVER SAFEGUARD CHASSIS! 
Gives new freedom from service calls. Over 80% of 
components are anchored in a network of metal .. . 
nothing to loosen, burn out. Cool horizontal design 
assures longer tube and set life. 


SA BP POS 






-—- Ss "Foe 





8. MULTIPLE SPEAKERS FOR FULL FIDELITY 


SOUND! As many as 3 sensitive Magna Power 
speakers in consoles provide a full range of highs 
and lows for rich true fidelity sound. Table models 
have “up-front” speakers a full 10" wide! 


9. SLIM NEW HIGH-FASHION CABINETS! 110° pic- 
ture tubes cut cabinet depth virtually 25% . . . per- 
mit stunning new slim styling. Sets fit compactly in- 
to any size room, blend beautifully with any décor! 


ELECTRICAL MERCHANDISING—APRIL, 1958 


10. NEEDLE-SHARP BROAD BAND RECEPTION! 
Every Westinghouse set is built to receive all of the 
signal sent by the TV station! Actually reproduces 
22% more picture detail than sets without this fea- 
ture for amazingly life-like reception! 
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new products 





Philco-Bendix Twinamatic, W-589-P 


Philco-Bendix 
Wringer Washers 


Seven wringer washers in- 
cluding 2 dual-tub Twinamatics 
and 5 single tub machines rang- 
ing from 16 to 8 lbs. capacity 
are announced by Philco, for 
1958. 

Top model in line, “Twina- 
matic” W-589-P, can handle a 
16-lb. wash at a time (8 lbs. in 
each tub), features a new lint 
filter, devised by Philco for 
wringer washers; modern styl- 
ing with 2 blue porcelain tubs; 
Magic Stop wringer; triple 
coated automatic drain boards; 
twin transmission; simplified 
control center with power 
switch and pilot light; corru- 
gated hi-vane aluminum agita- 
tors. 





Philco-Bendix Filter-Clean washer W-585-P 


Top single tub model W-585- 
P, has 10-lb. capacity; features 
filter-clean washing with auto- 
matic lint filter; automatic 
wash cycle timer; sealed-in- 
heat tub; corrugated hi-vane 
aluminum agitator; Magic Stop 
wringer; smooth-action trans- 
mission; deluxe control panel; 
porcelain tub; heavy-duty de- 
sign; 14 h.p. motor. Other mod- 
els in line include W-583-P, 9 lb. 
capacity; W-582 9 lbs.; W-581 
and W-580 8-lbs. capacity. 
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Prices: From $79.95 for W-580 
to $259.95 for top Twinamatic. 
Philco Corp., C & Tioga Sts., 
Philadelphia 34, Pa. 





Signal Roll-about fan WS-20 


Signal Fan 


New 20-in. Roll-about, WS-20, 
comes as a complete’ unit 
mounted on strong tubular steel 
stand; 3-speeds, 4000 cfm; rolls 
smoothly on 5-in. mar-proof 
wheels; easily removable from 
its adjustable (30 to 46 in. 
high) frame, it may be placed 
in windows or used in any part 
of any room. 

Comes in neutral decorator 
finish with hide-away handle 
for easy portability; finger- 
proof grilles, front and back 
snap out for easy cleaning. Sig- 
nal Electric Div., King-Seeley 
Corp., Menominee, Mich. 








Westinghouse Frost-Free 
refrigerator TSL-12 


Westinghouse 
Refrigerator 


A 2-door Westinghouse Frost- 
Free refrigerator (TSL-12) has 
been added to the nine 1958 
models previously introduced 
by Westinghouse. 

Features include a high-speed 
automatic cold injector system 
to chill food and beverages up 


to four times faster than con- 
ventional convection cooling 
systems and offset cold loss 
from door openings; refrigera- 
tor section has 9.2 cu. ft. capac- 
ity; freezer, 2.9 cu. ft. or 
101 Ibs; adjustable, glide-out 
shelves in refrigerator interior; 
12 shelf brackets of translucent 
material provides illumination 
of all shelves. Ceramicor door 
magnets on both doors; tilt- 
down egg servers, butter and 
cheese keeper in door; half- 
bushel vegetable crisper are 
other features. Westinghouse 
Electric Corp., Refrigerator- 
Freezer Dept., Columbus, O. 





Necchi “portable” Mirella 


Necchi 
Sewing Machines 


“Mirella” a portable sewing 
machine that weighs 17 lbs. 
with matching case, made of 
aircraft aluminum; 2 buttons do 
all the work—larger button sets 
desired stitch length; smaller 
button makes possible sewing 
in reverse; converts in seconds 
from flatbed to free arm for 
darning; operates on a.c. or 
d.c.; comes in pink, green or 
ivory; carrying case comes in 
matching colors. 

“Nora” automatic sewing ma- 
chine without attachments, 
sews straight and _ zig-zag, 
stitches forward and reverse, 
blind stitches, makes button- 
holes and sews on buttons, mon- 
ograms and appliques, darns, 
mends and overcasts. Comes 
complete with set of 12 discs 
for embroidery; built-in 12-volt 
light over needle; 2-speed mo- 
tor with switch control to re- 
duce speed 40 percent; tan 
hammertone enamel finish and 
choice of portable or cabinets. 

“Esperia” straight stitch ma- 
chine, has 2-speed motor with 
switch control; calibrated pres- 
sure regulator for all types ma- 
terial; automatic bobbin wind- 
er; tan hammertone enamel 
finish; fits all Necchi cabinets; 


built-in, 12-volt shockproof 
light over needle. 
Prices: Mirella, $169; Nora, 


$289.95; Esperia, $139.95. Nec- 
chi Sewing Machine Sales Corp., 
164 W. 25th St., New York 1, 
N. Y. 








Stiglitz Sunaire ‘Imperial’ G-9000 


Stiglitz Gas Dryers 


Stiglitz 1958 line of automatic 
gas dryers leads off with ‘“Im- 
perial” Sun-Aire. Features in- 
clude modern styling designed 
to match two leading brands 
of automatic washers; raised 
fluorescent-lighted backguard, 
stainless steel trim; colors 
available to match colors in 
automatic washer lines. 

New design includes a “sun- 
shine built-in” untra-violet sun- 
lamp to give fresh, sunny fra- 
grance to finished work; 2 easy- 
to-operate controls on_ back- 
guard—an adjustable thermo- 
stat provides temperatures from 
room temperature to 130 degs. 
for modern artificial fabrics; 
up to 160 degs. for normal 
fabrics; and up to 195 degs. for 
heavy cottons; second control 
is a 2-hour timer. 

Another feature is a device 
to save gas cools dryer auto- 
matically—burner turns off 5 
minutes before cycle is com- 
pleted, finishing with cool air 
—no heat is wasted. 

No matches are needed with 
automatic ignition. Comes in 2 
models: G-9000 and _ F-8000. 
Stiglitz Corp., 2007 Portland 
Ave., Louisville, Ky. 





Seth Thomas “Solarion” clock 


Seth Thomas Clock 


“Solarion” a decorator occa- 
sional clock” features a swept- 
back case of solid polished 
brass on swing base to permit 
tilting clock for easy reading; 
polished brass bezel and hands; 
brass numerals and hour mark- 
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ITS SPRING 


CLEAN-UP 





BOOST ELECTRIC-RANGE SERVICE BUSINESS 
with this "KX spring promotion! 


(a as The house-cleaning season will soon be upon us. And 
A\s= j you can make it pay off big for you with this timely 
as electric-range-service promotion. Aimed at the nine 
million owners of electric ranges more than 5 years 
old, it can produce a lot of profitable service business—and, if 
you’re interested, some excellent leads for new range sales, too. 


ic 
- yl T-K® gives you everything you need for an effective, 
jie sx practical local promotion. Even more important, T-K 
Tat )® —and only T-K—gives you both Jetube and Monotube 
surface cooking units for ‘look alike’”’ replacement, 
and you can service 6 out of every 7 ranges “right out of your 
truck”’ with a six-unit assortment. 


A} 
7. 


an ~S4 , 
Pose an 2 And don’t forget the big ‘‘summer cottage’”’ market 
onan =m when you go after these extra sales. Most prospects 
— 


need only a reminder, to fix up or modernize that 


old range—and you can book orders ahead, service several 
ranges in a single trip. 





IT’S SPRING, TIME FOR ACTION! Get full details of the 
“Spring Clean-Up Time” promotion! Fill out and mail the 
coupon at the right, or contact your T-K distributor! 


eeeeoeveeva eevee eve eeveeeevoeeeeee eee eee eee eee 6 


TUTTLE & KIFT, INC. 

1827 North Monitor Avenue 
Chicago 33, Illinois 
Gentlemen: 


Your “spring clean-up” sounds good. Please send me additional 
information and the name of my nearest distributor. 


Aut & Mey. 


¢/ 2 TUTTLE & RIFT, INC. 
—J o 
(s | = Name 
en i= ELECTRIC HEATING ELEMENTS + DEVICES « SWITCHES & CONTROLS 
s o Firm 
4 Ry 1823 N. MONITOR AVENUE - CHICAGO 39, ILLINOIS 

N * OF FERRO & Address 

City State 
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and great profit potential for YOU 
from 





> 





Cut yourself in on the profits! 
Tie-in with OSTER’S 4-Color ad 
scheduled for the JUNE 8th 

issue of American Weekly 

... featuring the appealing 
illustration at the left. Use free 
OSTER ad mats in your local 
newspapers. Place full color 
blow-ups of the American Weekly 
ad in your window. Feature the 
OSTER deluxe electric KNIFE 
and SCISSORS SHARPENER 
prominently in your store, 

using the effective point-of-sale 
material available. Here’s a 
“natural” for gift giving .. . 

for Dad on Father’s Day 

... for the Spring Bride and 
Groom .. . for Anniversaries and 
Birthdays. So, tie-in and 

you'll cash in! 










Only OSTER has 
two sharpening wheels that 
hollow grind both sides 
of blade at same time 
without scratching or gouging. 
Can be used on the finest cutlery. 





EXCLUSIVE 





COPPER 
SLIDE 
SWITCH 


















FEATURES 


COUNTER OR 
MOUNT ON WALL! 


HANDY CORD STORAGE 
COMPARTMENT ! 





Manufacturers of the famous OSTERIZER, 
original liquefier-blender; 
CUSTOM CRAFTED by John Ostet MANUFACTURING CO. portable mixers; electric meat grinders; 
Dept.- 5047 N. Lydell Ave., Milwaukee, Wis. hair dryers; massage instruments; 


and CUMMINS portable electric tools, 


° 
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GRADUATES 


BRIDES MOTHERS FATHERS 


Let Graybar help you sell the 


most widely advertised * best known « most wanted 


“Ee lochical Gifts 


You deserve the most experienced help you 


can get to make this Spring your biggest 


electrical gift season. And here’s how to get 
the help you need... fast: Call GRAYBAR! 


When you obtain your gift merchandise 


from Graybar you get famous-name items. 


The best made, the best designed. And with 


Your Customers WANT the popular appliances... 


GRAYBAR ELECTRIC CO., INC. 


Executive Offices: 
Graybar Building, 420 Lexington Ave., New York 17, N. Y 


these, Graybar provides experienced help 
with store display, promotion planning and 
all the merchandising cooperation that 
swings the gift-hunting traffic into you) 
store. Further, Graybar’s adequate and 
convenient stocks of the newest and finest 


electrical gifts mean you can count on 






prompt deliveries when you need them. 
Right now Graybar has for you the most 

attractive lines of giftwares — electrical 

—in its history, with selling ideas to 


match. Phone or write your nearest Gray- 


bar office — now! 


IN OVER 130 
PRINCIPAL CITIES 


ELECTRICAL GIFTS by GRAYBAR 
Are eagerly Bought 


Are nationally advertised ; Carry world famous names. - 





A 
4nd Gar 
arde 
dens ; 


Are Enthusiastically Received 
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_ 
UNDERCOUNTER MODELS WITH FRONTS IN COLORS, WHITE, COPPERTONE, STAINLESS STEEL.. 


»-PROVISION FOR NATURAL WOOD 





NOW! TWO-CYCLE DISHWASHING 


SPOTLESS CYCLE FOR ALL YOUR DISHES—PLUS EXCLUSIVE 
EXTRA CYCLE FOR HARD-TO-WASH COOKING PANS 


weet) 3 SS = : ] 
} | : 34-4 : Only Hotpoint gives you an added utensil cycle that up from tw 
_~4 : “ae , , : 
3 - loosens and flushes away even stuck-on foods. individual piece W hisper-quiet—yet so effective no pre- 
Spotless Dishes, too! Two power washes, with fresh  "nsing by hand is necessary. 
e iy 


) rotors, one below each rack, scouring every 


detergent in each. Two scalding rinses, with super wet- New Extra Capacity—easy, new straight-line loading 
ting agent added aut itically in spotless second rinse. Racks roll out separate ly, hold complete service for ten 
Water spreads so smoothly that dr ps cannot form, take 13-inch plate s, even range broiler racks. 


cannot dry as spots. spott lrying im sanitary elec Hotpoint Dishwashers are now available in three new 
] heated 7 
trically heated alr, 24-inch undercounter models, and in four new plug-in 





Two-Level Water Action—surging jets of water whirl mobile models on wheels. See them today 


CTR A: UTENSIL CYCLE cleans even fo LOOK FOR THAT HOTPOINT DIFFERENCE 


si. button 





HOTPOINT CO (A Owision of General Electric Company), CHICAGO 44, ILLINOIS 


ELECTRIC RANGES « REFRIGERATORS * AUTOMATIC WASHERS * CLOTHES DRYERS * COMBINATION WASHER-DRYERS 
CUSTOMLINE * DISHWASHERS * DISPOSALLS” * WATER HEATERS + FOOD FREEZERS * AIR CONDITIONERS * TELEVISION 
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AMERICA'S GREATEST 


DISHWASHER WILL BE PRE-SOLD 


BY POWERFUL NATIONAL ADS 





<q 


The Hotpoint Two-Cycle Supreme will 
be the most-wanted, most famous 
Dishwasher in America! 

Millions of women will read this 
colorful ad in Time, Better Homes & 
Gardens, House Beautiful, Sunset, and 
other leading national magazines. 

Millions of women will know that 


Cross section of Hotpoint Supreme— 


showing exclusive water action 


of upper rotor and lower rotor. 


the new Hotpoint Supreme is so 
brilliant in performance—in beauty— 
in features—that it’s in a class by itself. 

The Hotpoint Supreme is the 
industry’s top-quality, top-profit 
Dishwasher. Get the details from your 
Hotpoint Distributor today! 















































Hard selling local Mother’s Day 


Promotions will put even greater 


sales impetus behind the great Hot- 


point Supreme. In your community, 


the Hotpoint Supreme will be spot- 


lighted as the most welcome of all 


Mother’s Day gifts. 
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NEW HOTPOINT LW42 DELUXE 
(AT LEFT) FEATURES— 


Full-Time Built-In Lint Filter 
Two Separate Washing Cycles 
Pushbutton Wash Temperatures 
Automatic Pressure Fill 
Pre-Selected Wash Time 
Automatic Sediment Swirl-Out 
Sanitary Solid-Wall Tub 
Coaxial Transmission 

All Porcelain Inside and Out 


NEW HOTPOINT LW47 SUPER DELUXE 
(AT RIGHT) OFFERS ALL THE 

LW42 FEATURES PLUS—THESE 
STEP-UP ADVANTAGES— 


e Pushbutton Selection of Three Wash and 
Two Rinse Temperatures 


Choice of Economical Cold Water Washing 
Pushbutton Partial Load Control 

Deluxe Color-Styled Control Housing 
Attractive Red Thriftivator 
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Hotpoint introduces 
two new washers... 


WITH THE RIGHT FEATURES AND PRICES TO SELL 


50% to 70% of 
Your market! 


at | 1 


With these new Hotpoint middle-of-the-line 
models, you’ll sell the majority of pros- 
pects who come into your store! 

Sales can be made quickly and profitably, 
because the brand-new LW42 and LW47 
offer the features and the prices that most 
women want today—as determined by an 
up-to-the-minute consumer survey. 

These two high-quality, moderately-priced 


Washers put you in the perfect position for 
maximum sales volume—and for extra sell- 
up profits! LW42 and LW47 fit in the middle 
of the great Hotpoint Line. It’s easy to sell 
up to them from the economy model—and 
sell up from them to the luxury models. 

Ask your Hotpoint Distributor about 
LW42 and LW47 Washers today—you’ll be 
glad that you did! 





Here are two top quality features that put 
LW42 and LW47 away ahead of competition! 


LNT FILTER 
FULL-TIME LINT FILTER 


. automatically traps lint during 
wash and rinse cycles. Conveniently 
built-in, easy to remove and clean. 


COAXIAL TRANSMISSION 


.. . Hotpoint’s new transmission requires 
fewer working parts—makes operation 


smoother, quieter, more efficient. 





Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you’re not a Hotpoint Dealer—you should be! 





LOOK FOR THAT 


DIFFERENCE! ( your Curtomens do! ) 


HOTPOINT CO. (A Division of General Electric Company), CHICAGO 44, ILLINOIS 


ELECTRIC RANGES * REFRIGERATORS * AUTOMATIC WASHERS * CLOTHES DRYERS * COMBINATION WASHER-DRYERS 
CUSTOMLINE * DISHWASHERS * DISPOSALLS® * WATER HEATERS * FOOD FREEZERS * AIR CONDITIONERS * TELEVISION 
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FASTER 
SALE-ABILITY!E 


WOMEN 
IMMEDIATELY 
RECOGNIZE 

















t\ 
"CLEAN: ABILITY 


Everything can be removed easily. Smooth por- 
celain enamel interior and rod-type shelves can 
be wiped clean quickly, just like a china dish. 


THE ABILITY 
OF HOTPOINT 
REFRIGERATOR- 
FREEZERS 

TO SERVE 
THEM BETTER 


MOVE-ABILITY 


One of the greatest sales features of the 
year. Hotpoint Refrigerators on rollers... roll 
out for cleaning—for retrieving lost objects—for 


changing kitchen layout. 


DEPEND: ABILITY 


The result of 2 separate cooling systems, Ideal 
Humidity Refrigerator Compartment, Frost- 
Away Automatic Defrosting, Cold Control, 
Thriftmaster® Unit, and a5-Year Protection Plan. 
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ALL This Food Can Go 
into Hotpoint’s 
EW12 REFRIGERATOR- 
a v4 


—more than any other 
major competitive model 





The Hotpoint Line of 


: Refrigerator-Freezers is 
of comparable size 


the greatest in the industry 
—with the right features 


and right models in 


Voted 3-3 ee V-1195 he f every price bracket. 


Get the details from 


Glide-out shelves and meat pan—Dairy-Stor your Hotpoint 
convenience—light-touch door latch—all com- 


bine to make everything immediately accessible. Distributor today. 


Hotpoint Dealers’ profit opportunities are greater than ever before... 
If you’re not a Hotpoint Dealer—you should be! 


LOOK FOR THAT DIFFERENCE! (Your Customers do!) 
HOTPOINT CO. (A Division of General Electric Company). CHICAGO 44, ILLINOIS 


ELECTRIC RANGES + REFRIGERATORS *- AUTOMATIC WASHERS * CLOTHES DRYERS * COMBINATION WASHER-DRYERS 
CUSTOMLINE * DISHWASHERS - DISPOSALLS” * WATER HEATERS + FOOD FREEZERS - AIR CONDITIONERS * TELEVISION 
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ELECTRIC RANGES 
CUSTOMLINE °* 
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@ in the kitchen 

@ in the living room 
@ in the dining room 
@ in the bedrooms 








GREATER COOLING POWER gives you GREATER SELLING POWER 


Hotpoint Multi-Room Air Conditioners are so powerful 
that they cool as many as 5 average rooms where free air 
circulation is possible — yet they’re quiet as a breeze! 

There are three Multi-Room Models — with ratings up 
to 16,000 BTU’s. Each features such sales advantages as 
the 2-speed“ Silent Circulator” Fan... permanent Electro- 
static Filter... Pushbutton Controls...5-Year Protection 
Plan ...and many others! 








AND THERE ARE THREE POWER + PLUS PORTABLES — 
WITH FULL ONE-HP CAPACITIES! 


Your customers can install them in just 5 minutes — 
no lost sales due to installation delays! Most important, 
they have the power to do a first-rate cooling job —and 
they also double as dehumidifiers. 3 models with ratings 
up to 8,000 BTU’s. 





Hotpoint Dealers’ profit opportunities are greater than ever before... 


LOOK FOR THAT 


REFRIGERATORS 
DISHWASHERS °* DISPOSALLS 





If you’re not a Hotpoint Dealer—you should be! 


AUTOMATIC WASHERS 
* WATER HEATERS ° 





{ Youn Cuklowens do! } 


< 


DIFFERENCE! 


HOTPOINT CO. (A Division of Genera/ Electric Company), CHICAGO 44, ILLINOIS 


CLOTHES DRYERS 


FOOD FREEZERS * AIR CONDITIONERS °* 


APRIL, 











COMBINATION WASHER-DRYERS 
TELEVISION 





1958—ELECTRICAL MERCHANDISING 


SETH THOMAS 


ers; picture-frame dial of silver. 
Needs no cords—no winding; 
activated by 10 Solar cells on 
top of clock which generate 
voltage when subjected to sun 
or incandescent light; special 
accumulator stores energy to 
operate clock mechanism; when 
fully charged accumulator will 
run clock for a year without 
exposure to light. 
Price: $250. Seth Thomas 
Clocks, Div., General Time 
Corp., Thomaston, Conn. 


continued 





Thermador heater No. NB 


Thermador 
Bilt-in Heater 


A new Bilt-in medium weight 
fan-type room heater NB for 
smaller rooms; available in 120 
and 240 volts, a.c. 1650 watts, 
60 cycles with manual or ther- 
mostatic control at top; louver 
design directs warm flow of air 
downwards to heat “living 
zone” of room; requires rough- 
in opening of 10% in. wide, 
145% in. high, 3% in. deep. 


Price: $37. Thermador Electri- ° 


cal Mfg. Co., 5 119 District 
Blvd., Los Angeles 22, Calif. 





Sub Zero refrigerator 63UCR 


Sub-Zero 
Adds Built-Ins 


Two new under-the-counter 
models—a 6.3 cu. ft. refrigera- 
tor, No. 63UCR and a 6 cu. ft. 
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new products 


freezer 60-UCF have been added 
to Sub-Zero 1958 line. Both are 
34% in. high, 36 in. wide and 
24 in. deep; built for remote 
installation only. 

Refrigerator has_ pull-out 
shelves and defrost timer. 

Freezer has each shelf fully 
coiled. 

Both available with right or 
left doors and are available in 
prime coat and standard colors 
of white, pink, green and yel- 
low. Coppertone, stainless steel, 
copperplate, wood panels and 
special colors available extra. 
Price: refrigerator, $429; freez- 
er, $394. Sub-Zero Freezer Co., 
Madison, Wis. 





Phoenix “‘surefire’’ charcoal lighter 


Phoenix 
Charcoal Lighter 


“Surefire” is the name of a 
new electric charcoal lighter 
announced by Phoenix, which 
will create a blazing fire in a 
few minutes, eliminating use of 
ignition fuels, permits saving 
in charcoal used; also will light 
fireplace logs. 

Price: $5.95. Phoenix Consumer 
Products, Inc., 5901 Perkins 
Ave., Cleveland 3, Ohio. 





\ 


Spitzka “Citation” air cooler 


Spitzka 
Portable Coolers 


New “Decorator Line” of 
portable air coolers is modern- 
istic in design with long, low 
look in many new types of paint 
treatment, plastic materials and 
brass grilles; cabinets come in 
charcoal black and walnut-tone 


with silver gray panels accented 
with Chinese red. 

One-piece cabinet has unit in- 
tegrally flanged and welded to 
provide maximum strength; 
rigid blower and motor suspen- 
sion; easy-opening back panel 
for easy access; odorless resin- 
impregnated Kraft filter. 

Available in 4 models: Gla- 
cier, Citation, Capri and Timer- 
line, all with G-E motor, Tor- 
rington balanced single or dou- 
ble wheel blower, lifetime lubri- 
cated pump and heavy hot-dip 
galvanized steel construction; 
air delivery ranges from 1640 
FPM for low-cost Glacier to 
2610 FPM for large Timberline. 
The Spitzka Mfg. Co., Sacra- 
mento, Calif. 





Lindsay Deluxe automatic water softener 


Lindsay 
Water Softener 


Compact, slimlined table top 
automatic water softener has 
200 lb. capacity fiber reinforced 
rubber salt storage tank; fea- 
tures rustproof, all fiberglas 
mineral tank; all water-bearing 
parts of brass, copper or plas- 
tic; heavy gauge steel cabinet 
finished in porcelain inside and 
out. Deluxe model available 
without cabinet at lower cost. 
The Lindsay Co., 1381 Marshall 
Ave., St. Paul 4, Minn. 








Dixiemaster ‘’300” gas range 


Dixie Gas Range 


Dixiemaster offers 


5-way 


cooking: 4-surface burners, one 






“burner with a brain” with heat 
control to maintain set tempera- 
ture and flame size with no ad- 
justing; cast aluminum griddle 
in middle; full-size oven with 
rounded corners; second oven 


with built-in rotisserie; inner 
glass door permits viewing 
cooking process; second oven 
can also be used for baking, 
broiling or warming; a drop- 
front, smokeless broiler is also 
included. 

Other models in line include 
20 and 20-in. models, electric 
ranges, and models that operate 
with liquid gas, plus a line of 
2-burner and 4-burner built-in 
Countermasters with wall oven 
in choice of decorator colors. 
Dixie Products, Inc., Cleveland, 
Tenn. 








LoManCo “Bath-O-Dry” 


LoManCo Dryer 


This wall cabinet type warm 
air clothes dryer takes up no 
more room than medicine cabi- 
net; may be installed flush or 
recessed; dual control switch 
operates a 4-in. suction-type fan 
and a 325-watt element. Air is 
pulled in above drying compart- 
ment, forced down over element 
through clothes and out through 
louvered exhaust panel in cabi- 
net door; 60-min. automatic 
timer extra; white baked enam- 
el finish. Louver Mfg. Co., 3601 
Wooddale Ave., Minneapolis 16, 
Minn. 


BRIEF 


Permatron announces “balanced 
filtering” provided by new elec- 
trostatic filter. Features in- 
clude high-density plastic wo- 
ven fabric; supercharging pro- 
cess to increase electrostatic 
effectiveness. In models 1-in. 
thick or larger; filters consist 
of 2 or more individual 4-in. 
metal-framed filters mounted in 
steel frame and separated to 
provide “accumulator chamber,” 
for double filtering; can be 
cleaned under water tap; spe- 
cial sizes available. Permatron 
Corp., 4840 N. Linder Ave., Chi- 
cago, Ill. 









Vornado Deluxe with stereophonic cooling 


Vornado Air 


Vornado 1958 air condition- 
ing line includes window models 
Custom 200, and “Stereophanic 
cooling’; a 1-h.p. casement 
model; a reverse cycle cooling- 
heating package unit and cen- 
tral system units that heat and 
cool an entire house. 

Custom 200 has 
reduced by ‘4; units can 
mounted in transoms, and 
taching remote controls; 


cabinet size 
be 
at- 
styled 
in chameleon color, window in- 
stallation does not interfere 
with normal use of drapes or 
curtains, aligns flush with win- 
dow sill. Rated at 2 h.p., it cools 





Vornado Custom 200 air conditioner 


5-room homes with open floor 
plan design; Arctic-power com- 
pressor; cool air is forced to 
circulate throughout entire 
home or office with squirrel- 
cage blower; 3 nozzles circu- 
late air volume and are adjust- 
able to rotate 360 degs., tilt up 
or down; dust, pollen, lint re- 
moved through dual filter sys- 
tem. Thermostatic control for 
selecting temperature desired, 
and automatically maintains it. 
Pushbutton controls allow 3- 
speed blower regulation: Super- 
cooling for hot days; Hi-cool 
for average days; Medium cool- 
ing for nighttime. Squirrel-cage 
blower fan operates independ- 
ently to circulate air when no 
cooling is required and _ ex- 


hausts stale air or adds fresh. 
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Vornado casement conditioner 


Conditioners 


standard window 
with 27%, in. wide and 18 in. 
high; available in 208 or 230 
volt models. 

“Stereophanic Cooling,” a 
new innovation in window con- 
ditioners, permits single win- 
dow unit to cool large areas of 
group of connecting rooms with 
new air control principle that 
wraps room area with an en- 
veloping blanket of cool air. 
“Fast Cool Button” causes unit 
to deliver faster cooling than 
when in normal operation; per- 
mits increased cooling needed. 
Four features have made “Ster- 
eophanic Cooling” possible in 
new units: Air Scoop action to 
power circulate air; 4 deep- 
pitched air-scoops take giant 
“bites” of air to assure efficient, 
penetrating circulation; ‘“Ac- 
celeration Chamber” causes air 
to gain additional speed and 
penetration; adjustable air noz- 
zles rotate 360 degs. and tilt up 
or down and provide “pinpoint” 
control of air direction allowing 
user to send volume of cooling 
air throughout area for envel- 
oping ‘“Stereophanic Cooling 
Action.” 


Fits any 


Reverse Cycle 


New Vornado Comfort Com- 
mander cooling-heating pack- 
age unit delivers year-round 
temperature-controlled air. De- 
signed to automatically main- 
tain predetermined inside tem- 
peratures regardless of outside 


weather; operates on reverse 
cycle refrigeration principle; 


designed to deliver heating and 
air conditioning at low operat- 
ing cost; suitable for areas 
where outside temperatures do 
not drop below 35 degs. Filters 
all air, summer and winter; dis- 
tributes clean air; designed to 
be added to existing ductwork; 
available in 2 sizes: 2 h.p. de- 


23,500 Btus. of 
heating; 34% h.p. model 45,750 
heating Btus. Both have com- 
mercial type compressors that 
automatically defrost when nec- 


livers up to 


essary. 


Casement Model 


Casement, 1 h.p. window air 
conditioner is adaptable to any 
type installation, can be mount- 
ed half in and half out of case- 
ment; or all inside room; special 
adaptor kit lets unit be installed 


in wider than standard case- 
ment and double hung win- 


dows; Granite-tone gray finish; 
controls hidden behind front 
air control louvers ad- 
justable and 2-speed fan con- 
trols; 2 filters remove dust, pol- 
len, etc.; Magic Freshner puri- 
fiers; 2 sizes: 1 and %4 h.p., 
both 115 volts, 714 amps. The 
O. A. Sutton Corp., Inc., Wich- 
ita, Kansas. 
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Vornado 20 AS fan 


Vornado 1958 Fans 


Redesigned line of Vornado 
air circulators for 1958 is an- 
nounced by O. A. Sutton. 

Golden Sierra models incor- 
porate “Seven Silent Sentinels” 
for automatic comfort condi- 
tioning, including magic-fresh- 
ner that chemically purifies air, 
pushbutton electrically reversi- 
ble motor, automatic timer, 
beacon to indicate when current 
is on, air filter and aerodynamic 
design in airguide grille. Avail- 
able in 4 models: No. 20AS, 
custom models 20AR and 16AR, 
Deluxe 20AT, and _ standard 
models 20A and 16A. All mount 
in window, on wheelabout stand 
or in tri-pex stand for floor use. 

Supreme models 24SD, 28SD 
and 38SD in contemporary sty]l- 
ing and new colors with chrome 
silver trim includes molded jade 
plastic Safe-T-Guard grille, 2- 
speed controls, porta-tilt han- 
dle. 

Deluxe models in 4 sizes, 28D, 
24D, 20D and 16D for budget 
buyers. 

Four other models provide 
full line: Turnabouts, which 
serve as intake or exhaust, have 
2-speed control, built-in spacer 
panels and new colors, avail- 
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able in 3 sizes: 40T, 30T and 
16T. Twin convertible window 
fan for exhaust or intake has 
snap-out heads in 2 sizes: 48TW 
and 32TW. Table-top model, 
28FT, has a new wrought iron 
design, glass impregnated top 
to resist burns, alcohol, mars 
and scratches; new colors: 
charcoal base with circulator in 
gray. 

In addition, a_ lightweight 
“personal” fan, 16D is available 


for special cooling jobs in 
kitchen, workshop, bathroom 
patio etc. The O. A. Sutton 


Corp., Inc., Wichita, Kans. 





Emerson Quiet Kool ‘Pick-Up’ 


Emerson 
Air Conditioner 


Portable air conditioner, 
Quiet Kool “Pick Up” is an- 
nounced by Emerson; equipped 
with variable directional lou- 
vers; operates on 71% amp. 115- 
volts; can be carried home and 
installed in minutes; weighs 60 
lbs.; Dynel slide-out, washable 
filter; “Jet Scoop” dehumidifi- 
cation eliminates drip. Emerson 
Radio & Phono Corp., Jersey 
City 2, N. J. 





G-E “Simplicity” clock 


G-E Clock 


“Simplicity” has white circu- 
lar dial encased in thin band of 
copper or chrome color; black 
hands and _ numerals;_ red 
sweep second hand; suitable for 
kitchen, playroom or bathroom; 
84% in. diam. 

Price, $8.98 plus tax. Clock 
and Timer Dept., General Elec- 
tric Co., Ashland, Mass. 





Atlantic City in July— 


Summer gateway to the multi- billion dollar 
housewares market | 





a a 


ae y Hie 
P? Sill LF en ~t_ +5 


a ae eee Fe wes Pea (tee 


S6@ Ke 

ym 
a i 

os A. 1% HT 

- - —— ‘4, OO =. 
ARR -e 
“ . 
BR 
" 2 
+ . 
ke | ha 
as a 
a #7 


_~ 
‘ 


? 
3 


r ‘s - 
es ¥ 3 

aA 

me : 

: =, q aan 
2 us 7 — 
" ‘ 
¢ fh * ¢ * ee 7 
on ‘ ». F . 
ot 


a ee wet 


r \ Fs , 


a 


Re geet et 
July.J ‘I FADS: 
a > is 


"ATLANTIC CITY AUDITORIUM 3.2" 


Industry sponsored for the 
Nation’s Housewares Manufacturers and Buyers by the 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
1140 MERCHANDISE MART, CHICAGO 54, ILL. 
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The Year Advertising Helped 














This editorial message was first published by 
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N 1954 we had a business recession in the United 
States. Sales fell about 4% during the year. If man- 
agement had followed the historic pattern of busi- 

ness ups and downs, advertising volume would have 
fallen much further. 

But in 1954 the volume of advertising did not fall. It in 
creased over 5%, and expenditures in all major advertising 
media rose. Every effort was made to stimulate sales when sales 
were needed to sustain prosperity 

This was something entirely new under the sun. It had 
a powerful influence in making the recession of 1953-54 
one of the mildest on record. It helped greatly to speed 
business on to the record-breaking levels it attained in 
the years 1955-57 

There are several reasons why America’s business man- 
agement attacked this decline in sales with more adver- 
tising. One of them grew out of the greatly strengthened 
position of the American consuming market. Consumers’ 
income after taxes has been rising an average of over $10 
billion a year since 1946, and this rising income is more 
widely distributed than ever before. Furthermore, con- 
sumers had piled up reserves of about $200 billion in cash 
or its equivalent. These reserves offered a new and power- 
ful inducement to increased selling and advertising effort 
even in the face of a possible decline in consumer income. 
(At the end of 1957, consumer reserves were $225 billion.) 


Taking the Longer View 


However, the principal reason why a sales decline was attacked 


& 
Mc Graw-Hill PUBLISHING COMPANY, 
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McGraw-Hill two years ago. It describes ad- 
vertising’s dramatic contribution to the Ameri- 
can economy during 1954. The theme of the 
editorial—that advertising can help promote 
economic stability by stimulating sales at a 
crucial time—is even more pertinent today. 

As our economy grows, it is constantly 
changing. The conditions business faces today 
are not the same in every respect as those it 
faced in 1954. But business again has the op- 
portunity, through advertising and other sell- 
ing efforts, to help sustain a high level of eco- 
nomic activity. At the same time, it will be 
building markets for the period of renewed 
expansion that is sure to follow. 

This editorial is reprinted exactly as it ap- 
peared in 1956 except for minor editorial 
changes to bring it up to date. Permission is 
freely extended to newspapers, groups or in- 
dividuals to quote or reprint all or parts of 


the text. 
Reval NMG 


PRESIDENT 
McGraw-Hill Publishing Company, Inc. 











with increased advertising is management's new-found convic- 
tion that good advertising is essentially an investment in the 
development of a market. Successful development requires 
sustained investment. The inclination of business man- 
agement to take this longer view is, of course, motivated 
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Kill a Business Recession 




















by the fact that the American market, with over 3 million 
consumers being added annually, is growing at a pro- 
digious rate. 

Ten years ago only a handful of companies had plans 
for investment in new producing facilities extending 
beyond the current year. Today almost all leading com- 
panies have investment programs running some years 
ahead. And keeping pace with these long-range invest- 
ment plans has been the development of sales and adver- 
tising programs to reach tomorrow's greatly expanded 
markets. 


Advertising’s Key Role 


This crucial role of advertising in providing driving power 
for our economy is gaining greater recognition every day. 
In his book, “People of Plenty,” Professor David M. 
Potter of Yale University remarked: ‘Advertising is not 
badly needed in an economy of scarcity, because total 
demand is usually equal to or in excess of total supply, 
and every producer can normally sell as much as he pro- 
duces. It is when potential supply outstrips demand— 
that is, when abundance prevails—that advertising begins 
to fulfill a really essential economic function.” 

Today abundance so completely prevails in the United 
States that it has been conservatively estimated that as 
much as a third of everything offered for sale falls in the 
realm of “optional consumption.” That is, consumers 
can “‘take it or leave it’ without any immediate personal 
inconvenience. But if they decide to “leave it,”’ a terrific 


BUSINESS INFORMATION ©& 
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economic depression will not be far behind. In such 
circumstances, advertising—in which, in all of its forms, 
we are now investing over $10 billion annually—clearly 
is of crucial importance to our continued prosperity. 

In performing its key role in past years, American ad- 
vertising never realized its full potential. It successfully 
promoted sales. But it never was called upon to promote 
an overall economic stability as a direct outgrowth of 
increased sales. 

By successfully promoting both sales and economic sta- 
bility, as it did in 1954, advertising surely has added new 
strength to the American economy. It has also added a 
great new and constructive dimension to advertising itself. 





One of the surest means of expanding your sales 
volume in today’s industrial markets is through 
dominant advertising in the publications directly 
serving your major customers and prospects. 
McGraw-Hill’s business and technical publica- 
tions can give you quick access to the men who 
initiate, specify and approve the purchases of in- 
dustrial products and services. Because all are 
leaders in their respective fields, you are assured a 
maximum return on your advertising investment 
when you concentrate in the McGraw-Hill publi- 
cations serving your most important markets. 











INCORPORATED - 330 West 42nd St., New York 36, N. Y. 
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King portable air conditioner 


King Portable 
Air Conditioner 


This '4 h.p. portable air con- 
ditioner P.O-58 weighs 60 lbs.: 
simple mounting brackets for 
easy installation and quick 
change from room-to-room; 
built-in handle lifts up for car- 
rying; fan-cool selector switch: 
washable filter, 7.5 amp for any 
outlet; 12 in. high, 1614 in. deep 
and wide. 

Other units in 1958 Slender- 
line series includes 1 h.p. 7% 
amp; 1 h.p. 115-volt; 1 h.p. 230- 
volt; and two 1% h.p. units 
(115- and 230-volts). 

The 16% in. slim King unit 
can be mounted in upper or 
lower sash of double-hung win- 
dows, flush with wall; in case- 
ment windows; all inside or all 
outside with windows operat- 
ing; also through-the-wall, flush 
inside or out. 

Most models controlled by 
pushbuttons and separate ther- 
mostat for automatic tempera- 
ture control. King Refrigerator 
Corp., 76-02 Woodhaven Blvd., 
Glendale, L. L., N. Y. 





Mitchell Dehumidifier D5H 


Mitchell 
Dehumidifier 


“Imperial Automatic” dehu- 
midifier features an automatic 
humidistat that can be preset 
to give exact level of moisture 
control desired; easy-to-adjust 
control dial on top is calibrated 
to produce 7 levels of control 
and turns itself off when de- 
sired comfort level is reached. 
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New “Wheel-about” design 
and handle on top makes it pos- 
sible to roll over heavy carpets, 
also up stairs. Controls humid- 
ity in an area of 14,000 cu. ft. 
Removes from 15 to 24 pts. 
moisture from air in 24-hrs un- 
der normal conditions; 3-way 
water disposal system allows 
user to remove excess water in 
large capacity bucket, with a 
hose to convenient tray or di- 
rectly to drain with pipe fitting. 
Hammertone green enamel fin- 
ish; 1/5 hp; 115 volts. 

Complete line also includes 
low-cost “Deluxe” that controls 
humidity in 10,000 cu. ft. area 
and removes from 10 to 14 pts. 
moisture; hammertone silver 
grey enamel; 1/6 h.p. 115 volts, 
a.c. Mitchell Mfg. Co., Div., 
Cory Corp., 3200 W. Peterson 
Ave., Chicago, Il. 





Frigidaire Custom Imperial RBZ-99 


Frigidaire Built-In 
Ovens 


Three built-in wall ovens with 
“drop-leaf” door have _ been 
added to Frigidaire line: Cus- 
tom Imperial, double oven, RBZ- 
99; Imperial, single oven, RBZ- 
94, and Deluxe, single oven, 
RBZ-93. 

Drop leaf door serves as shelf 
for loading and unloading, and 
swings all the way down for 
easy cleaning; a control lever 
releases door on either side to 
swing down out of way; door 
is supported on sides by 2 air- 
plane type cables; Radiantube 
elements top and bottom; drip 
pan; removable broiler reflec- 
tor; smooth porcelain interior 
with rounded corners. 

Custom Imperial, double 
oven, features ‘“spatter-free”’ 
broiler with high radiant walls 
that direct searing heat direct- 
ly on food; degree of “done- 
ness” desired is dialed by turn- 
ing to “rare,” “medium,” “well 
done,”—broiler automatically 
does rest;—shelves need not be 
shifted because broiler grill al- 


Ways occupies same position. 

Deep-sided broiler pan rests 
in shallower base pan _ that 
holds small amount of water, to 
keep fat fluid. Switch knobs re- 
movable for cleaning. 

Automatic meat tender ther- 
mometer buzzes signal that 
meat is done; “Cook book” on 
illuminated control panel gives 
required oven temperatures for 
all kinds of meat; Cook- 
master clock control; automat- 
ic time signal; (rotisserie unit 
optional). 

All ovens have Simpli-matic 
control; can be installed in 24- 
in. cabinet; fits almost flush with 
wall or front cabinet sur- 
faces; available in satin-fin- 
ished chrome, turquoise, yellow, 
charcoal or’ pink porcelain 
enamel. Frigidaire Div., Gen- 
eral Motors Corp., Dayton 1, 
Ohio. 











G-E Deluxe oven 


G-E Built-In 
Ranges 


G-E’s 1958 built-in range line 
includes 3 ovens and 3 cook- 
tops. All ovens are same size 
to fit into 27-in. cabinet or wall 
opening. Assembled at factory 
ready to install. 

Each oven designed to meet 
different family living require- 
ments: ‘“Top-of-line deluxe, 
built-in automatic master oven, 
meets every requirement for 
baking, roasting, broiling and 
barbecuing; an electric rotis- 
serie that barbecues a 12-lb. 
roast plugs into oven outlet, as 
does an electric meat thermom- 
eter. Both are standard equip- 
ment. See-thru glass window, 
automatic floodlighting without 
opening door are other fea- 
tures. All oven interiors 21 in. 
wide, 18 in. deep, 15 in. high. 





G-E 4-unit drop-in cooktop 





Two cooktops in line have 4 
cooking units, one has 2 units. 
One of the 4-unit models has 
integral, pushbutton controls on 
cooktop itself, the other has re- 
mote controls that can be in- 
stalled in cabinet or on wall. 
Both 4-unit models are same 
size and drop into counter open- 
ing 291%. x 20%6 in.; 2-unit mod- 
el has remote controls; adapt- 
able to any kitchen. 

Ovens and cooktops available 
in Mix-or-Match colors—ca- 
nary, pink, turquoise, woodtone, 
white or satin chrome. 2-unit 
cooktop available in stainless 
steel. General Electric Co., Lou- 
isville, Ky. 





Shetland twin-brush polisher T-11 


Shetland Polisher 


Shetland’s T-11  twin-brush 
polisher comes complete with 1 
pr. combination scrubbing-pol- 
ishing brushes, a pr. of wool- 
felt buffing pads and a self- 
adjusting rug cleaning unit 
that automatically adjusts to 
any pile or thickness of rugs; 
brush gives deep-down clean- 
ing. 

Price: $39.95. The Shetland Co., 
Inc., Lynn, Mass. 





Perky Clock No. 470 


Mastercrafter Clock 


“Perky Clock” in plastic case 
designed to resemble coffee per- 
colator; red, white or yellow; 
hangs on wall or stands on 
mantel; self-starting movement 
with 4-in., easy-to-read dial. 

Price $8.95; $9.95 in copper 
or chrome. Mastercrafter Clock 
& Radio Co., 216 N. Clinton St., 
Chicago, Ill. 
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Change only 
one connection 
to use 
115 or 230 
volts 
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BEAUTY-MATE TO BLACKSTONE WASHER 
to double your sales ticket 


Whichever you sell first, washer or dryer, you have a 
fast and happy follow-up for a double-sale with its 


matching work-saver. And you'll be happier, selling 
Blackstone quality—and getting full margin. 


Blackstone 


America’s oldest washer manufacturer 
SINCE 1874 
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.. in Serviceability 
... ln Operation 
... in money-making “Buy-Appeal”’ 





The Exciting Mew 
Blackstone 


DEA-50 


AUTOMATIC 
DRYER 


Dries clothes like nature 
FAST and FLUFFY... 


like sun-drenched summer breezes 


eS 


Lets you get..ahd keep... FULL MARGIN PROFITS 


Here’s a completely new dryer, not just a new model, to pep up sales 
and step up your profits for ’58. It’s a true Blackstone beauty with clean- 
line design. It dries clothes in nature’s own best way . . . with warm, 
dancing air like a breezy July day. 

It works like a charm .. . services like a dream. Dries with low tem- 
perature and high velocity air. No radiant heat to stiffen clothes or set 
wrinkles. Low heat and room-air settings for sheer, fragile fabrics and 
synthetics. The new Blackstone is safer than sun . . . faster than a 
washer . . . easiest of all dryers to install and service. And it’s just as 
simple to demonstrate and sell... at full mark-up. Write us today. 





A CINCH TO INSTALL AND SERVICE 


e Three legs make leveling a cinch. 

e Easy venting from either side or rear. Slip-off 
sleeves at sides. 

e 13 inch circular graphite-felt bearing rings 
cradle drum front and rear. 

e Easiest dryer of all to service and install. 


’ Can be completely disassembled by one man 
in minutes. 











GET THE FULL BLACKSTONE STORY NOW! 


Distributorships and dealerships available 
Write Blackstone Corp., 1111 Allen Street, Jamestown, N. Y. 
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Picture Window 


PLUS LARGEST OVEN 
IN ANY 30° RANGE 
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WINDOW 


with a sales wallop! 















BARA CHISHOLM . 
wcE USED BY BAR 
THE e 8 CHERRY PIE BAKING CHAMPION 


: \s. 
- cost holiday mea 
‘ : Windo k the bigges 

h the new exclusive Giant eal for plenty came 
Wit sn in any 
largest oven 













“Plus” Features that Win Women Fast! 


@ Slimline Styling for the @ Removable oven door for 
Built-in Look. easy oven cleaning. 

@ Divided Top for more top- @ Rollers for all-around-the 
of-the-range work space. range cleaning. 





@ Recessed Top to catch 


@ Automatic Meat Probe 
messy spillovers. Thermometer. 








A MODEL FOR EVERY PROSPECT! 
NO WALKOUTS! 


Model 3087 is one of a complete line of seven exciting, 
new Admiral Slimline Automatic Electric Ranges. 





CALL YOUR 
ADMIRAL 


om Admiral 
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Norelco 1958 “‘Speedshaver’’ 


Norelco 1958 
Shavers 


“Speedshaver” and “Golden 
Debutante” lady’s shaver an- 
nounced by Norelco for 1958. 

Redesigned “Speedshaver” 
features a pushbutton flip-top 
that pops open for easy clean- 
ing; flip-top head contains twin 
rotary blades, opens at touch 
of button on shaver side; up- 
ended, clippings fall out; top 
snaps back leaving shaver clean 
for next shave. 

Other features include slim 
head with a contoured skin 
stretcher rim; improved motor; 
new, easy to hold shape; new 
color scheme—white with grey 
base; self-sharpening rotary 
blades stroke beard off below 
normal skin level; skin guard 
and twin rotary blades easily 
removable; nylon gears; life- 
time lubrication are features of 
new rubber cushioned motor 
Comes in zippered matching 2- 


toned case that holds shaver 
and cord; operates on a.c. or 
d.c. 





Norelco ‘Golden Debutante’’ 


“Golden Debutante” lady's 
shaver in aqua and gold case 
with gold and black “‘bandbox”’ 
display case. Single, all-purpose 
head shaves smoothly in any 
direction; carbon-brush motor; 
self-sharpening rotary blades; 
skin guard in golden head pre- 
vents nicks and scrapes. 

Price “Speedshaver,” $24.95; 
“Golden Debutante” $14.95 
North American Philips Co., 
Inc., 100 E. 42nd St., New York 
y Meg 
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Fowler Deluxe Clothes Dryer 


Fowler 1958 Dryer 


Top-loading electric clothes 
dryer with redesigned cabinet 
has been introduced by Fowler 
for 1958. New deluxe model has 
a beveled front panel, new fab- 
ric selector that permits dry- 
ing from room temperature (no 
heat) to 175 degs. 

Other features include fast 
drying with delivery of more 
than 140 cfm through drying 
cylinder; double suspension 
which permits oversized cylin- 
der to handle 19 Ib. load; 
streamlined, modern design. 
Fowler Mfg. Co., Portland, Ore. 
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Tappan built-in gas oven 


Tappan Gas Ranges 


A new design innovation pro- 
viding concealed oven venting 
on 1958 built-in gas ranges is 
announced by Tappan. 

Other features include light- 
weight removable oven bottom, 
divided cooking top, lift-off 
oven door, Visualite oven door. 
Completely remodeled, new 
Fleur-de-lis illuminated control 
panel has automatic clock and 
minute minder, thermostat and 
selector switch; all controls lo- 
cated at eye level. New black 
handles with hinged mounting 
to give latching effect which 
takes hand further away from 
oven panel for cooler operation. 

Chromelined ovens, removable 
oven door seals; built-in rotis- 
serie also available. All models 
in lusterloy, copperloy, white, 


pink, yellow, green to harmonize 
with all colortones and wall 
textures in a kitchen. Tappan 
Stove Co., Mansfield, O. 





West Bend goldplated Flavo-matic 


West Bend 
Percolator 


Gold-plated 6- to 8-cup Fla- 
vo-matic percolator is an- 
nounced by West Bend. Features 
Flavo-matic styling with 24- 
carat gold; handle, base and 
cover knob in ivory-color plas- 
tic; “serving eye” in base glows 
while coffee is perking, goes off 
when ready to serve, and 
“winks” intermittently to indi- 
cate serving temperature is be- 
ing maintained. Time and tem- 
perature controls automatically 
provide right coffee strength 
each time; no-drip spout; ivory 
neoprene cord set and plug; 
110-120 volts, a.c. 

Price: $24.95. West Bend Alumi- 
num Co., West Bend, Wis. 





ao 


Regina Polisher No. 400 


Regina Polisher 


Regina twin-brush polisher 
scrubs, waxes, polishes, buffs; 
standard equipment includes a 
pair of scrubbing brushes, 1 pr. 
waxing/polishing brushes and 
1 pr. snap-on felt buffing pads. 

Rug cleaning attachment R4 
optional, clamps to base of pol- 
isher; counter-rotating brushes 
have 12-in. spread; 600 rpm, 4 
hp. motor. Driftwood and cop- 
pertone finish, or chromeplated 
as model C-R. 

Prices:  $66., chromeplated, 
$79.50 The Regina Corp., Rah- 
way, N. J. 
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Select-O-Matic Sewing Machine No. 150 


Brother Sewing 
Machine 


Automatic, Zig-Zag, stream- 
lined, 2-tone design sewing ma- 
chine simple to operate; in- 
cludes automatic control with 
automatic bobbin winder, darn- 
er, tension controls and auto- 
matic stitch indicator that indi- 
cates at what point in pattern 
machine is stitching—this en- 
ables starting of pattern at any 
point desired. 

Price, $239.50. Brother Inter- 
national Corp., 122 W. 27th St., 
New York 1, N. Y. 





Dayton fan No. 7C389 


Dayton Fan 


Heavy-duty, 24 in. oscillating 
fan delivers stronger air breeze 
over larger area; 24-in. blade 
makes full 90 deg. or 45 deg. air 
sweep; oscillating mechanism 
powered by 2-speed, split-phase 
motor; built-in safety clutch; 
mounted on 914 ft. adjustable 
chrome column with heavy steel 
base; chromed guard. 

Price, $127.95. Dayton Elec- 
tric Mfg. Co., 126 S. Oakley 
Blvd., Chicago 12, Ill. 


BRIEF 


Oster announces a new stain- 
less steel container, open at both 
ends for the Osterizer liquefier- 
blender. Threaded to fit on base 
of all Oster blender models the 
unit is interchangeable with 
standard glass container, and 
calibrated with 4-cup markings. 
Price, with Osterizer base, 
$11.35 additional; separately 
with measuring cap top, $14.95. 
John Oster Mfg. Co., Milwau- 
kee, Wis. 
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| “You don’t have to follow the leader you can be ONE” 


= @ SALES AIDS FURNISHED 


We provide you with complete information about the products, sales 
kits, demonstration kits, free water analysis laboratory service, 
co-op local advertising, mailers and all the sales and promotion 
helps you need. 


THE MODERN LINE IS COMPETE — 
MODELS FOR EVERY PURPOSE EVERY POCKETBOOK 
@ DYNAMATIC head and shoulders above anything else in the field— 
automatic without electricity. SUBURAN completely automatic 
electric. DELUXE SA finest most dependable triple purpose 
» automatic you can handle. THRIFTMASTER triple purpose, single 
valve operation, amazing low price—a real leader. 


@ THE MODERN LINE IS A NATURAL FOR VOLUME SALES. . . 


In stores handling appliances, Hardware, Building Specialties, 
Home improvements, Plumbing fixtures. 
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HANDLE “MODERN” WATER SOFTENERS AND YOU HANDLE MORE PROFIT 














REGARDING DEALERSHIP OR DISTRIBUTORSHIP IN YOUR TERRITORY. 


write 


FOR COMPLETE INFORMATION 
AND FREE LITERATURE 


Joday! 
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So easy to demonstrate — graph- 
ically, convincingly, plenty of 
margin for sales promotion etc. 
and still “TAKE A BIG BITE” of 
profit for yourself... 








water treatment division 


GEORGE GETZ CORPORATION 
Freeport, Illinoi 
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Feature for feature-sTILL THE 


New 58 Motorola 








L 





11 new models... standout styling and performance... 


competitive prices that begin as low as $299 make 
Motorola America’s best selling portable again this year. 








NEW COMPETITIVELY PRICED LEADERS with a tull margin of profit for you 


Power 8 All-Transistor Model — (6 tran- 
sistors and 2 diodes). Automatic 
volume control, instantaneous 
warm-up, unbreakable plastic 
cabinet, magnified lens for tuning. 
In Mocha, Blue, Pink and Antique 
White. Model 6X28. 


Retails for $39.95 





Corsair —Exclusives of higher priced 
models: Volumatic®, Golden Voice® 
Speaker. Fixed antenna and rein- 
forced plastic cabinet. In Mocha, 
Red and Antique White, Turquoise 
and Antique White, slightly higher. 
Model 5P21. Retails for $29.95 


NEW FLIGHT-SWEEP STYLING 


Power 10 All-Transistor Model — (7 transis- 


tors and 3 diodes). Futuristic Jet- 
wing styling. Rotating antenna. All- 
metal cabinet. Vernier tuning with 
magnified tuning lens. Recessed con- 
trols. Marlin Blue with Brushed Alu- 
minum back and Satin Chrome trim. 
Model 7X23. Retails for $59.95 


Prices and specifications subject to change without notice 
Slightly higher South and West 
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Riviera —Says quality, styling. Ideal 
“step-up” model. Rotating an- 
tenna, all-steel cabinet. Dramatic 
new fabrics and colors. Marlin 
Blue, Carnation and Beige, Bone 
White and Bimini Blue. Model 5P23. 


Retails for $39.95 


Power 9 All-Transistor Model—(6 tran- 
sistors and 3 diodes). Perfect “‘step- 


Fiesta — Budget-priced model. Scuff- 
proof miracle fabric. Covers all-metal 


up” model. More power. All-steel cabinet. Rotating antenna. Shock- 
cabinet. Rotating antenna. Two- proof interlock. Extra long life bat- 
tone styling. Ball bearing drive tun- teries. In Barbados Beige Linen, 


ing. In Brown and Sand, Red and 
Sand, Cerulean Blue and Sand. 
Model 6X31. Retails for $49.95 


Glacier Green and Bone White, Adobe 
Red and Bone White. 


Model 5P22. 
Retails for $34.95 








NEW LONG-RANGE RECEPTION 


Power 9 All-Transistor Model — (6 transistors 
and 3 diodes). Team of six super-pow- 
ered transistors offer new, powerful sound, 
extreme selectivity and sensitivity. Ro- 
tating antenna. All-steel cabinet. In 
Chrome and baked-on Navy finish. 

Model 6X32. Retails for $54.95 


Ranger 700— New six-tube set, de- 
livers coast-to-coast reception. 
Rotating antenna and all-metal 
cabinet. Tuned RF stage. 3 gang 
tuner. Planetary tuning. In 
Navy, Cowhide Tan or Brown. 
Model 6P25. Retails for $49.95 


Batteries, earphone for private listening, carrying case slightly extra. 


More to enjoy means more to sell from 
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| Fortable Radios 
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MOST SELLABLE LINE ON THE MARKET 








This is the type of Check-Chart story that 
sold thousands of Motorola TV sets. From 
past experience, Motorola dealers have found 
feature comparision the best way to sell the 
superiority of all Motorola products. Today’s 
buyer shops more shrewdly than ever. He 
doesn’t buy on the basis of one feature alone. 
He wants to be shown why one product is 
better than another on several counts. 


National ads have already started pound- 
ing away on Motorola’s ‘Feature Compari- 
son’”’ story. And they’ll continue to do so all 
through spring and summer. 


You can get the complete story from your 
Motorola distributor. It won’t cost you a 
thing to take part. Just ask for the display 
materials that will identify you with this 
national Motorola campaign. 


ADDED PROTECTION FOR YOU! The 
Motorola Warranty Plan pays all the costs of 
parts and labor for the first 90 days of cus- 
tomer purchase. 





See for yourself 


WHY THEY’RE THE NO. 1 SELLERS 






Is It aS 
Features: Movie? Brand A BrandB Brand C Brand D 











with Motorola's most powertul portables 
Weatherama —T wo-band, all-transistor model— (6 transistors and 4 
diodes). Receives government weather reports every 30 minutes, 
24 hours a day over special Beacon Band. Also plays on AM Broad- 





cast Band. Ideal for outdoorsmen, flyers, sailors. 2 separate anten- 
nas. All-steel cabinet in Grotto Gray. Model 6X39. Retails for $79.95 


AA 
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oteei ton. MS re ae ae asin No 
Virtually indestructible, Wiewses err No 
light as a feather 


vaonin stone yall ron a - 
COVERED CASE in scuff- . Seen ae No. 
proof, nonfading colors 


TATING ANTENNA-HANDLE Ve ms 
i 360°, pulls in , re: aa ee Yes 


stronger signals 
VOLUMATIC® CONTROL 





holds stations loud and et Me Mesos No......No 
clear, wherever a signal 

is present 

IMPROVED PLAcir® CHASSIS ae i 
won't burn out, short out, Wiiveccns ne No... 


wear out ever 


SHOCKPROOF INTERLOCK 

electric razor-type plug POPS yeo ss No......No......Yes.....-NO 
out on 3-way portables 

when back of case is opened 





cices No 
BRASS MOLDING AND TRIM YES.....- ore a No 

NEW 2 IN 1 “A” BATTERY re aa a Wcccs No 
extends battery life 

Mime. # = .-.«§ ».. " 
reliable performance, more . er ae ae No 


trouble-free service 


i i it on your sales floor. 
ut this feature comparison chart and use i 
_— It’s the strongest story in Portable Radios today. 





MOTOROLA 


World's Largest Exclusive Electronics Manufacturer 





PAGE 103 








NEW PFOdUCtS wv nz errr 





Setchell-Carlson TV 58C21 


Setchell-Carlson 
TV Console 


New Setchell-Carlson console 
TV receiver No. 58C21 with 
21CBP4 picture tube has a com- 
pact No. 258A aluminum chassis 
with high quality components; 
full a.c. power transformer op- 
eration; long-life Silicon recti- 
fiers; short-depth big-screen 90 
deg. self-focusing, super-alumi- 
nized picture tube; 12-position 
switch-type Cascode tuner; (all- 
channel tuner optional at slight 
additional cost); rim control 
vernier tuner adjustment for 
fine detail; front-tuning; con- 
tinuously variable tone control; 
filter-ray tinted and _ tilted; 
safety glass, filters undesirable 
light rays; mahogany (light or 
dark) or fruitwood cherry cabi- 
nets in new slim, compact styl- 
ing; 10-in. Alnico V extended 
range speaker; 2 double-tuned 
high gain IF stages; keyed 
A.G.C.; syne separator; 120- 
watts input. 

Price: $239. Setchell-Carlson 
Inc., New Brighton, St. Paul 
12, Minn. 


= T 





Emerson portable TV No. 1500 


Emerson TV 


Among models recently an- 
nounced by Emerson is two 
portables, a 24-in. console and 2 
TV-phono combinations, one of 
which includes AM-FM and 4- 
speaker sound system, plus 3 
new phonos: a phonoradio con- 
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sole; an AM-FM table set and 
an 8-transistor “Pocket Radio” 
in cowhide leather cabinet. 

Portable 17-in. No. 1500, fea- 
tures super-sensitive aluminum 
chassis; aluminum cabinet; in 
saddle tan or a variety of 2- 
tone colors. 

The 21-in. models, 1414 and 
1432, have 110-deg_ picture 
tube; full power transformer: 
console and low-boy cabinets 
respectively. 








Emerson portable 1452 


Portable 1452, has full-power 
transformer chassis, 3. full 
high gain video IF stages; elec- 
tronic noise inverter; variable 
local-distant control and wide 
angle 110-deg. aluminized kine- 
scope tube. Cabinet in ivory, 
tan or black alligator vinyl with 
contour molded front and back 
in gold finish; also available in 
2-tone combinations; up-front 
controls; 4-sectional, chrome- 
plated dipole antenna that tele- 
scopes into cabinet. 

Among the phonos, the No. 
894 is a 3-speaker hi-fi console 
popularly priced. 

Prices, No. 1500, $128; No. 
894 $98; Emerson Radio & 
Phono Corp., Jersey City 2, N. J. 





RCA-Victor Bulletin clock-radio, 9C8 


RCA Clock-Radios 


Two RCA Victor clock radios, 
featuring easier-to-operate con- 
trol levers, (Bulletin, No. 9C8, 
and Herald, No. 9C7) for in- 
stant touch control; all-purpose 
“instant-set” lever turns on set 
and/or an appliance at preset 
time; Slumber Switch lever au- 
tomatically turns off radio or 
Victrola attachment at prese- 
lected time after listener has 
dozed off. 

Both sets feature easy-to-read 
dial face with hands that glow 


in dark; graduated volume con- 
trol sets exact loudness pre- 
ferred for morning program. 
Bulletin has swivel base to turn 
clock-face and sound in any di- 
rection, comes in maple sugar 
and antique white; pink and 
antique white and _ turquoise 
Herald, antique white, pink and 
antique white and _ turquoise 
and antique white. 

Prices, Bulletin, $42.95; Her- 
ald, $39.95. RCA-Victor Radio 
and “Victrola” Div. Radio Corp. 
of America, Camden, N. J. 














Arvin table radio No. 1581 


Arvin Radio 


Table radio, ivory plastic 
with charcoal accents, has 4 
tubes; designed to replace old 
metal cased radio; printed wir- 
ing; Alnico “V’” PM speaker, 
20-ft. extendable antenna; 51% 
in. high, 914 in. wide and 3% 
in. deep. 

Price, $16.95. Arvin Indus- 
tries, Inc., Columbus, Ind. 





RCA radios, Globetrotter, (top left); Caravan, 
(lower left); Cruiser, (top right); Shipmate 
(lower right). 


R.C.A. Portable 
Radios 


A 7-transistor version of 
“Globetrotter” and 3 new 2-tone 
conventional-tube portables are 
announced by RCA Victor. 

Globetrotter, 1BT5, operates 
on 3 “D” cells; has large 4 x 
6-in. speaker; comes in simu- 
lated leather case with lumi- 
nous slide-rule dial that glows 
in dark. 

Cruiser, 1BX7, has “Speed- 
ometer” type tuning dial that 
shows red from bottom of dial 
to station on which it is set; 
beige and flame or beige and 
turquoise with metallic trim. 

Caravan, 1BX6, in 8 color 
combinations pink and white, 
yellow and white or green and 
white; features ‘“Wavefinder” 


antenna, fold-away handle and 
“Impac” case. 

Shipmate, 1BX5, in turquoise 
and antique white or maple 
sugar and antique; fold-away 
carrying handle; “Impac” case. 
Prices: Globetrotter, $65; 
Cruiser, $39.95; Caravan, 
$34.95; Shipmate, $29.95. RCA 
Victor Radio and “Victrola” 
div., Radio Corp. of America, 
Camden, N. J. 





Polyrad 6-transistor F-22 


Polyrad Radio 


“Standard F-22”, subminiature 
6-transistor radio, tiny enough 
to be played in a man’s shirt 


pocket is announced by Polyrad. 


Measures 434 x 1% x 2% in.; 
receives stations 200 to 400 
miles away without external 
antenna; in addition to 6 tran- 
sistors the unit includes one di- 
ode and a varistor are included 
in a printed circuit. 

Price: $39.95. Polyrad Corp., 7 
Arcadia, Cincinnati, O. 





Packard-Bell PhonOcord 21RP-1 


Packard-Bell 
Radio-Phono 


Packard-Bell returns to home 
recording equipment field with 
a new Hi-Fi PhonOcord 21RP-1, 
that combines AM-FM radio, 
phono, tape recording and play- 
back facilities, accommodating 
stereo tapes. 

Six speakers include two 12- 
in. hi-fi woofers, 2 mid-range 
dispersacones and 2 hard-cone, 
5-in. tweeters mounted in sound 
chamber tuned to eliminate cab- 
inet resonance; one_ treble 
speaker is tilted for extended 
hi-fi dispersion. 

Garrard 4-speed changer ac- 
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FAST FREEZE FAN 








* 


Food temperature won't vary 
more than 1° because of Tite- 
Seal construction, dense insu- 
lation, properly spaced coils. 


...exclusive in 


_™=I © FREEZES FOOD 


cabinet construction stops 
moisture condensation, ends 


FREEZERS 








Foome . TWICE AS FAST 


That’s right . . . Fast Freeze Fan freezes food 
twice as fast. Incorporating a technique of commercial 
freezing . . . it blows “‘zero-cold’’ air over the food to 
blast freeze it and thus “lock in’’ flavor, freshness, and 
nutrition. Use this optional item to close sales faster on 
any RCA WHIRLPOOL model — chest or upright — it fits 
them all. And, this is only one of the many exclusive 
features found in the new, RCA WHIRLPOOL freezers. Con- 
tact your RCA WHIRLPOOL distributor now, and be among 
the first to offer these sensational values! 





Fast contact freezing in chest 
and upright models . . . all 
food adjacent to prime freez- 
ing surface. 





) 


TL 


S its RCA WHIRLPOOL Home Appliances 
Chest models available in 17- and 21-cv. ft. sizes . . . a 
tens Uprights in 12-, 16- and 20-cv. ft. sizes. Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 


Use of trademarks fg and RCA authorized by trademark owner Radio Corporation of Americo 


RN\\\ 
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new products 


PACKARD BELL CONTINUED 


commodates 16-2/3 (talking 
books), 33, 45 and 78 rpm re- 
cordings and intermixes 10- and 
12-in. records and turns off au- 
tomatically after last record; 
magnetic, variable reluctance- 
type cartridge has a diamond 
and a sapphire needle. 

Radio chassis, completely 
shielded and constructed with 
tuning eye has 16 tubes; built- 
in FM and AM antennas and 
flywheel tuning for fast station 
selection; 3-gang condenser and 
automatic frequency control; 
ultra-linear type parallel push- 
pull amplifier; 5 illuminated 
panel controls provide on-off 
and treble boost, bass boost, 
loudness, selector switch and 
tuning knob. 

5-tube, 2-speed, dual-track 
tape recorder and playback 
amplifier has simple push-but- 
ton operation. 

Hardwood cabinets in ma- 
hogany, walnut, blonde oak or 
maple. 

Price: Mahogany, $699.50; bal- 
ance, $725. Packard-Bell Elec- 
tronics Corp., 12333 W. Olympic 
Blvd., Los Angeles 65, Calif. 





Thomas hi-fi home music center 


Thomas Organ 
with hi-fi 


Combines a Thomas Overture 
model organ with a hi-fi phono 
system, known as Thomas hi-fi 
home music center; either hi-fi 
phono or organ can be played 
separately or together over bal- 
anced” sound system; 49-note 
keyboard or 4 octaves, 13-note 
16-ft. pitch radial are pedal 
bass; 5 voices—Diapason, Reed, 
Flute, String and Horn, variable 
and independent of each other; 
headset outlet permits “private 
practice” or listening to hi-fi; 
phono turntable is an automatic 
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4-speed changer with ceramic 
turnover cartridge; built-in pre- 
amplifier includes loudness con- 
trol for phono, treble boost con- 
trol, bass boost control and a 
selector switch; instrument 
contains a 10-in. low range 
speaker, two 6-in. mid-range 
speakers a 5-in. tweeter with 
cross-over network; weighs ap- 
proximately 130 lbs. 

Prices: $795. Mahogany or wal- 
nut; $825, limed oak. Thomas 
Organ Co., Sepulveda, Calif. 





Fonovox Hi-Fi console “‘La Continental” 


Fonovox 
Hi-Fi Console 


Features separate bass and 
treble controls; automatic 4- 
speed record changer, 5 matched 
speakers, 15-watt push-pull; 
jacks for external speaker & 
tape recorder; “golden horns” 
arrangement. 

Price: $449.95. Videoal-Erie 
Corp., 75 Front St., Brooklyn, 
N. Y. 





Bell System T-207S 


Bell Sound 
Stereo System 


Complete stereo system con- 
sisting of 2 matched amplifier- 
speaker systems, a tape trans- 
port unit for record and play- 
back; completely portable. With 
tape transport you can record 
and playback in monaural, also 
in stereo with inline and offset 
tapes; provision also for re- 
cording from radio, phono and 
TV sound. 


Frequency response ratings 


from 20 to 10,000 cps plus 2 
db; uses 3 heavy duty 4-pole 
motors. Electro-dynamic posi- 
tive braking; piano-key touch 
controls; cathode ray record 
level indicators, clear VU index 
counter and supersonic syn- 
chronized bias-oscillators and 
equalizer circuits for distortion- 
free recordings. Each unit com- 
plete in own carrying case with 
removable lid in tan vinyl and 
gold Mylar. 

Price: $695. Bell Sound Systems 
Div., Thompson Products Inc., 
555 Marion Rd., Columbus, O. 





Winegard ‘Scotchman’ antenna No. 503 


Winegard Antenna 


Winegard “Scotchman” TV 
antenna, No. 503, covers near 
fringe and suburban areas; an 
all-channel, 5-element Scotch- 
man with new, improved Vee- 
driven elements; can be used 
with attachment kits A, B, C or 
D, and is ideal for stacking. 
Price: $14.95. Burlington, lowa 





Quaker gas radiant circulator CWR 


Quaker Gas Heater 


Quaker’s 1958 unvented ra- 
diant gas radiant circulator 
(CWR-series) in 4 models fea- 
tures “air stream” construction 
with internal baffles providing 
a heater cabinet “cool-to-touch” 
at all times; “warm floor” blow- 
er optional on all models. 

Standard equipment includes 
“multi-heat” raised port burn- 
er; 2-tone “heat-flo” radiants; 
wrap-around cabinet design; no 
chimney required; uses natural, 
manufactured or LP gas. 

Models available in series are 
CWR-400C (40,000 Btu) : CWR- 
300C (30,000 Btu); CWR 200C 
(20,000 Btu) ; CWR-120 (12,000 
Btu). Heil-Quaker Corp., Lew- 
isburg, Tenn. 
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Westclock Monitor Clock 


Westclox Clock 


Wall clock for use in offices, 
schools, motels, theater, office 
building lobbies and _ similar 
commercial locations is intro- 
duced by Westclox. 

Monitor “8” has 8-in. dial 
diameter; comes with all-metal 
case, desert tan, chrome or col- 
ors; modern black numerals, 
white dial; red sweep second 


hand; bottom resetting knob. 
Westclock, Div. of General 
Time Corporation, Peru, IIli- 
nois. 
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Taskmaster Workshop KU-131 


Taskmaster Power 
Workshop 


This 49-piece “Taskmaster” 
power workshop KU-131 pro- 
vides combinations for drilling, 
sawing, polishing, grinding, 
buffing or mixing paint. Suit- 
able for small workshop area, 
it can be used as a bench or 
portable saw and jig saw; pre- 
cision drilling can be done with 
vertical drill pressor used as 
portable drill. 1600 rpm Shop- 
mate 4 in. drill with chuck and 
key; sturdy saw table with rip 
fence and mitre gauge; vertical 
drill press stand; 414 in. diam. 
saw blade; portable saw at- 
tachment; jig saw attachment 
has 3 special blades; lambswool 
polishing bonnet, molded rub- 
ber backing pad; 6 large sized 
sanding discs with assorted 
grits; 2 abrasive wheels, grind- 
ing wheel, buffing disc, wire 
brush wheel 9 piece drill bit 
set, paint mixer; auxiliary side 
handle and 6-piece adapter set. 

Price, $49.95. 

Portable Electric Tools Inc. 
320 W. 83d St., Chicago 20, Il. 
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Dring é 
SYLVANIA 


FURNITURE-STYLED 


I7° PORTABLE 


onsolett 

















Offer this Handsome 
Package at Portable 
TV Prices! 


Designed to meet the buying trend 


This luxurious 


SWIVEL-TILT woop BASE 


is color styled in mahogany and blond grained 
finishes — specifically designed for the new 17° 
SYLVANIA portable. ( 17” overall diagonal, 


150 sq. in. viewable area.) 
Over 80°. of all portable TV sets are pur- 


chased for use in living rooms and bedrooms! 
The SYLVANIA consolette blends perfectly 


with furniture schemes in these rooms! 


e swivels 360° « tilts up and down 


A $19.95 VALUE FOR onLy 5° 


43 he APRIL PROMOTION-OF-THE MONTH 


Powerful National Advertising — will direct customers to Dealers Displaying this emblem 





WE FEATURE 


Call your SYLVANIA 
distributor for complete 
information and get 
this window emblem 
for your store. 





NOW’S THE TIME TO BE A SYLVANIA DEALER 
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SELL 


rT, 


Universal's “Air-Conditioned” ove 
and you've sold your customer! 


Exclusive design Super Oven with built-in 


sae] _—sCirculation control keeps heat 


A wae better balanced for perfect baking 


Now Universal has air-conditioned the oven to 
make every housewife a better cook. Tell your 
customers about this amazing new oven design — 
how it actually spreads a blanket of heat more 
evenly to every square inch of the baking area. 
It’s even heat, you know, that makes cakes 
higher, pie crusts flakier, roasts juicier. Show 
them how the built-in circulation control con- 
stantly circulates this even heat to eliminate hot 
spots and cold corners. They’ll get exactly the 
heat they want—all through the oven—all of 
the time. 














See how heat circulates 
evenly throughout oven. 





e SMOKE-PROOF BROILING. e “OBEDIENT BURNER” COOKING. 
Melted fats and greases can’t Turn the dial and each self-light- 
smoke or burn. Universal’s ing burner obediently delivers pre- 
specially designed broiler cisely the heat wanted, instantly. 
grille drains away and traps Ranges with Simmer-Save feature 








them in the pan underneath. permit an unlimited number of 
Kitchen stays cleaner longer. measured cooking heats. 
Air-conditioned baking . . . smoke-proof broiling . . . obedient burner cooking. 


Every Universal gas range gives you the fastest-selling features in the busi- 

ness—features you can demonstrate and sell. For more information, see your 
Cribben & Sexton representative or contact Cribben & Sexton Company, 

Illustrated: 40” Supreme, Model 9192 a a cal ae - 

700 N. Sacramento Blvd., Chicago 12. Phone: VAn Buren 6-4600. 


Featured in Life, Better Homes & Gardens, House Beautiful 


UNIVERSAL 


GAS RANGES 


CRIBBEN & SEXTON COMPANY, CHICAGO 12, ILLINOIS. A COMPLETE LINE OF DOMESTIC AND COMMERCIAL GAS 
RANGES, BUILT-IN RANGES, DISHWASHERS, GAS CLOTHES DRYERS, GAS INCINERATORS, AND SPACE HEATERS 
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trade report 


HARRY GRAYSON Editor 


FAIR TRADE DIES... 


What's It Mean for Dealers ? 


When G-E and others scrapped fair trade, housewares prices collapsed 


across the country, but most think that things will ease up soon 


HAT’S ahead for housewares? What 
does the end of Fair Trade mean for 
dealers? 

These questions have  resounded 
throughout the industry ever since Gen- 
eral Electric abandoned Fair Trade the 
end of February, a move which led nearly 
everyone else to do the same. 

When G-E, Sunbeam, Toastmaster, 
Ronson, Schick, Waring, Universal, and 
others jumped off the Fair Trade band- 
wagon, the sudden and unexpected move 
triggered a series of price wars in major 
merchandising centers throughout the 
country. In some areas the price cutting 
is still going on; in others the air has 
begun to clear. Everyone realizes that 
you can’t do business without a profit. 

The initial slashing encouraged traffic 


The Way It Was in 


Crowds stood four deep at Macy’s counters . . . 







in stores where business had been off for 
several months. In some cases electrics 
were sold at a loss to draw traffic that 
might shop the rest of the store. The 
price cutters were mostly discount houses, 
department stores, and other variety out- 
lets like the Grand Union markets and 
some retail drug chains. 


The Profit Disappeared 


The desired effect was achieved. Some 
department stores claimed over-all sales 
increases as high as 10 percent. But, in 
just a few short days, all—or most—of 
the profit went out of housewares. In 
some stores, prices changed almost hourly 
as comparison shoppers telephoned back 
and forth. 

The situation was much the same every 


New York... 


Even small dealers got in on the act and . . . 









*. | 
RPPLIANCES. . : 


PTS. ° te 








where—in New York, in Cincinnati, in 
Spokane, and San Francisco. Prices 
dropped as much as 35 percent in Phila- 
delphia, hovered close to the lowest legal 
margin in Milwaukee (Wisconsin law has 
set this at 6 percent). In Boston, people 
were buying electrics three at a time. 

Due to widespread publicity, even 
small town dealers were being asked what 
the new prices would be on the now 
unprotected small appliances. Oddly 
enough, the Chicago battle was slow in 
starting and gave indications that it would 
be milder than most. 

No one was willing to say what would 
happen to the small dealer. But there were 
some indications that things might not 
be as bad as they looked. 

There is, of course, the hope for effec- 
tive national legislation on Fair Trade, 
but this is vague and uncertain (see in- 
sert next page). Neither G-E nor Sun- 
beam would commit themselves to sup- 
porting such a law. It would depend on 
its effectiveness, they say. And these com- 


Prices changed nearly every hour 





EXTRA DOLLARS FOR 


UNIVERSAL Godden 


$500,000 BACKING 
THE NEXT 90 DAYS TO 
HELP YOU SELL GIFTS! 


% BIG COLOR ADS IN 19 TOP MAGAZINES 
LIFE * LOOK « POST + JOURNAL + McCALL’s — 
and [4 other big selling publications { BUFFALO EVENING 


The Detroit Ne 
%& LOCAL NEWSPAPER ADVERTISING /= Guaha @ioidFea 
%& TELEVISION and RADIO 





















ox? 







UN 


All aimed directly at these / &%: 
Gift — Days 


O82 OE 


MOTHER’S DAY MAY AND JUNE 4, FATHER’S DAY 
MAY I BRIDA’ echoes JUNE 15 






18 










HOUSTON CHRI 
Lake Tribun 


1) 









CALL YOUR DISTRIBUTOR 


eA 
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YOU in the big 


| GIFT JUBILEE! 








Mot her Ss Day is everydavy.. 
when you give UNIVERSAL 


wren i — a, MEN 
UNIVERSAL / oa =a | ( | 4 


F A LIMITED TIME on ¥ SE : a i 
| ~~ JS Sere iy 

$1495 . “Be ma 3 | FRYING PAN 
ae ; | SPECIAL 


| 





ow 





Fle] 48% 


UNIVERSAL aye 


make Dad the expert cook he thinks he is! 


E*| 
~ 


AN befall 









TO Suv amanca’s ‘ 
PrimasT COPrreemaxar: > ee eS rer ree 
£ A. 





\. BB —e...... 

me : 

CHM‘ 

CHRI “ < 

bun Z | 
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TODAY! 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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No Refrigerator In History 


Ever Took Off Like The 
NORGE Swing ’n Serve! 











CHARLESTON 


CHARLESTON WEST VIRGINIA 
DEALER SAMPLED TWO FOR HIS 








































CINDERELLA PROMOTIONS CREATING 

































CONSUMER TRAFFIC AND FAST SALES. 
THANKS FOR TERRIFIC RUNNING START. 









SPOKANE 


PREVIEWEp 
THE 4 
TELEVISION pot 958 LINE TO THE 


nit 
“naan 










nt 
une tl 
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Model CT-1358 











Consumers Flip Over 
Bold New Features! 


Inquiries are pouring in! Showrooms 
are crowded! The surge is on for Norge 
Swing ’n Serve Refrigerators! With it 
come fatter profits than ever, for step- 
up sales are a cinch...price-cutting 
isn’t necessary with features like these: 


AUTOMATIC ICE DISPENSING. Dry 
separated cubes drop automatically 
into handy serving basket. No messing 
with trays! No levers to pull! 


SWING-OUT SHELVES AND CRISPER. 
Easiest food selection and storing ever 
known. No center post in the way... 
no wasted space. 


is The Dealer Profit Line 


NORGE SALES CORPORATION, Subsidiary of Borg-Warner Corporation, 
Merchandise Mart Plaza, Chicago 54, Illinois. Canada: Addison’s Ltd., Toronto. 
Export Sales, Borg-Warner International, Chicago 3, Illinois 


APRIL, 






Cinderella Program 
Merchandising Line 
To The Hilt! 


A real promotional powerhouse to keep 
sales rolling in high gear! 


= 
| 

| 

l 

| 

| 

| 

! 

| 

| 

| 

; PULLS IN TRAFFIC! New “Magic Slip- 
|} per ”’Cinderell-A-Thon uses proven 
| formula to really deliver the crowds. 
| 

| 

| 

[ 

| 

| 

| 

i. 


FIRES UP SALESMEN! Bonus prizes 
offered under Cinderella Stamp Plan 
keeps salesmen charged up. Includes 
everything from a camera to a castle 
in Spain! 
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FLOOR, SOLD THEM MMEDIATELY ) Zn 
AND ORDERED TEN MORE. f 
ORS IN NORGE REE 
Discount SPITE OF Co FER LINE 
MP 
~ _ ETITIVE } é : 
TOLEDO ; 
_— PORTLAN 
YEARS. CON UMER REACTION IS BEING reer a ~~ as DEALERS HAVE BEEN KEEPING OUR PHONES RINGING 
ALL a SE ACTION 1S GEG FELT AT Pees CONSTANTLY. TWO NEW DEALERS SOLD ae 
| Vv 
2 THEIR SAMPLES IMMEDIATELY ON ARRI 
AL ORDERS. 
= WEYMOUTH, MASS. ‘ PLACED ADDITION 


ee SD cS RS cE Se ee Ge ee ee ee ee 


panies might well be wary. G-E 
alone has been spending better 
than a half million dollars ‘a 
year to support fair trade (some 
3000 court battles in the last 
five years). 

It was the difficulty of polic- 
ing fair trade through the 
courts, together with the spotty 
pattern of fair trade’s legality, 
that ultimately forced G-E to 


PPP PP PP PPP PPP PPP PPI 


Congressional proponents of 
fair trade legislation failed to 
find any reaction from last 
month’s’ electric housewares 
developments, McGraw-Hill’s 
Washington Bureau reports. 
The fact that several firms have 
dropped their fair trade posi- 
tions has apparently only un- 
derscored the basic stands 
that have prevailed in Congress 
for some time. 

Proponents claim that the 
new developments will add to 
the pressure for legislation to 
help the small retailer. Oppo- 
nents claim that the latest ac- 
tions have simply put another 
nail in fair trade’s coffin. 

Scarcely a handful of letters 
have been received urging pas- 
sage of the bill introduced by 
Rep. Oren Harris (D.-Ark.) as 
HR 10527. The bill would set 
up a federal resale price main- 
tenance system by giving manu- 
facturers of branded products 
the right to set wholesale and 
retail prices merely by notify- 
ing distributors of the mini- 
mum price. Such notices would 
be exempt from the anti-trust 
laws and the manufacturers 
could enforce their minimum 
prices by suits against price 
cutters in either state or fed- 
eral courts. 

The odds, however, appear 
to be about 100-to-1 against fair 
trade coming to a vote in either 
House of Congress this year. 
Most legislators don’t want to 
be counted on a vote which 
could be described by political 
opponents as voting for legisla- 
tion designed to maintain high- 
er prices during an economic 
recession which features contin- 
ued inflation. 


PPP PP PP PPP PPP PPP 


abandon the concept. Dealers in 
fair trade areas lying adjacent 
to non-fair trade areas found 
their position untenable. Al- 
though 30 states have valid 
fair trade laws, court decisions 
have made the concept illegal 
in 15 states (Kansas and Ohio 
most recently). Three states 
have never had such laws. 
The National Appliance & 
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Radio-TV Dealers Assn.’s execu- 
tive vice president, Al Bernsohn, 
sees effective national legisla- 
tion as the principal hope of the 
small dealer. He says that 
chances are good that NARDA 
will have representation on the 
matter in Washington. 

Meanwhile, the Bureau of 
Education on Fair Trade glum- 
ly released a set of figures show- 
ing that bankruptcies of elec- 
tric appliance stores in 1957 in- 
creased 10 percent over 1954 in 
states without effective fair 
trade laws, while there was a 
drop of 9 percent in the number 
of failures in fair trade states. 

Citing a study based on data 
collected by Dun & Bradstreet, 
the Bureau pointed out that in 
the 16 states and District of 
Columbia where fair trade 
was not operative as of Decem- 
ber 31, 1957, failures of electric 
appliance stores rose from 114 
in 1954 to 126 in 1957. By con- 
trast, in the 32 states where fair 
trade was operating, failures of 
appliance stores declined from 
342 in 1954 to 310 in 1957. It 
was pointed out that these fig- 
ures deal with bankruptcies 
only and do not include volun- 
tary closings. 

It would appear, however, 
that, from the experience of 
communities that have gone off 
fair trade through legal deci- 
sions in the courts, the early 
chaos soon spends itself. Take 
Atlanta, Georgia, for instance. 

Georgia had a fair trade law 
until 1953 when a court decision 
made it illegal. At that time, 
there was a minor price war 
among Atlanta’s bigger retail 
outlets. For some weeks there 
was a surge ofappliance buying. 
At the time, many small dealers 
declared emphatically that they 
couldn’t stand the big boys’ 
competition. 

But, after the initial hootin’ 
and hollerin’, Atlanta settled 
back to something nearly like 
normal. Prices began to find a 
level with a more decent mar- 
gin for the dealer, distributors 
talked most of the small dealers 
into continuing with housewares, 
and the crowds thinned out 
again. Atlanta had weathered the 
brief storm without much per- 
manent harm being done. 

Everyone concerned is nev- 
ertheless edgy. The manufac- 
turers other than G-E who had 
been on fair trade for the most 
part are singing the blues. 
Some are hoping for an en- 
forceable federal law. Others 
are digging to find an alterna- 
tive. Everyone admits to “try- 
ing” times. 
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oe the Money! 


Double sales, double profits with these 
new matched appliances by RIVAL! 


The matched elegance of the new Can-O-Matic and Ice-O-Matic makes your 
sales come in pairs. Sell both or sell one (your customer will be back for the 
other one later). Here is new harmony in design keyed to the modern 
electric kitchen—nationally advertised! 





Cr O Mate 
[ ecectric | Can Opener 


Push-button efficiency! Husky power 
unit automatically pierces can and 
severs lid. Cutting wheel and magnet 
slip off for easy washing. 





lee-(- Mate! 


PORTABLE | ELECTRIC 


Ice Crusher 


Touch a switch and Ice-O-Matic crushes 
ice just the way you want it—from 
extra fine to nugget-size—as fast as 
you can feed it in! A handsome, stream- 
lined beauty, powered by a heavy- 
duty, ‘’kitten-quiet’’ motor. MODEL 800. 











Nothing to install — 
no screws or brackets. 
Only Can-O-Matic has 
concealed retractable 
legs for extra tall 
cans. MODEL 757. 


Get in touch with your distributor or write 
Rival MANUFACTURING COMPANY 
Kansas City 29, Missouri 


Rival Mfg. Co. of Canada, Ltd., Montreal 












me a ee ee ee ee ee 


When you deliver the new television set, 
it’s a real thrill for any family. Show 
them you agree by delivering it carefully 
and installing it expertly—and they'll be 
your customers for life. One sure way to 
make the right impression is to make 


Webb Manufacturing Co. 
2918B N. 4th St., Phila. 33, Pa. 


Please send me prices on Wrapabouts and 
Slingabouts for 




















1 
| 
| 
| 
| 
| 
Oranges (Qradios 0 air conditioners | +o deliveries in Webb Wrapabouts. 
They protect everything—the appliance, 
TV h f t ; 
S a ; the customer’s woodwork, and your rep- 
utation as a service-minded merchant. 
FIRM NAME Webb Wrapabouts are made of water- 
- repellent canvas, thickly padded, and 
STREET. flannel lined—and they last for years. 
CITY | 
WRAPABOUTS 
ZONE STAIE Pate = 
a gs a eee J For major appliances use Slingabout 
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THE FAVUOL/S 


Alerts 
houseware 


dealers 


against... 





Meeting slashed prices that 
kill your profits! 
Make reasonable profits 


with the line that stays above 
the price war! 








Only 


HAMILTON 
BEACH 


dares back 
your sale for 
9) full years! 


Inferior quality through short- 
cuts in production for sales on 
price alone! 





We refuse to cut our quality 
and features! Sell these and 
the only 5 year guarantee! 
Make the profits you deserve! 





Dumping for volume without 
profit. Long pull dealers demand 
profit on every sale! 


We offer competitive 
models for store traffic. This 


permits step-up for profit on 


© 1958, HAMILTON BEACH COMPANY gul ! 
A division of SCOVILL Mfg. Co. re ar models! 


Racine, Wisconsin 
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| PUTS ON HIS COMBAT BOOTS ! 


Launches Giant Spring 
Ad Campaign! 


Qpearheaded by the fabulous 


iw: Lig ht Look” 


Cleaner 























Hamilton Beach offers a whole 
new dramatic concept in selling 
home cleaning . . . geared to the 
way women are keeping house 
today! Watch for the big Spring 
ad drive in newspapers and sup- 
plements. Call your Hamilton 
Beach distributor for details. 







e Don’t miss the new “Light Look”’ Cleaner 
... as beautifully modern as a prized home 
furnishing ... with every attachment for light, 
bright effortless floor-to-ceiling cleaning! 








Captures the Mother's Day 
Market with 


BAKERS DOZEN OL 


/. IS Yor Che t) 7CC OF | plus profits on Fry Pans, 
Blenders, Food Grinders! 


It’s the hottest housewares buy of the year. It’ll pull in Mother’s 
Day traffic . . . pep up your sales this summer! Offer expires May 
1st so call your Hamilton Beach distributor . . . now! 








Ye 


Ss 





LXTRA VEYA 








Blender for both 
Mother and Dad 
Designed for use as 
a bar accessory, as 
well as for the 
kitchen. Pulverizes, 
mixes, purees, 
chops, blends. 
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Food Grinder that 
opens cans auto- 
matically Includes 
automatic can 
opener and slicer— 
shredder attach- 
ments .. . four ap- 
pliances in one! 






1958 


Free Ekco Utensil Set with every 
“Baker's Dozen” Fry Pan you order! 








Here’s a plus plus special . . . at no extra cost 
to you. Set includes spoon, fork, spatula. Let’s 
you make this astounding package offer: (1) Fry 
Pan (2) Moisture Vent Cover (3) Oven Rack (4) 
Ekco Utensil Set (5) Full five year guarantee! 


RY 
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A CROWD gathers in the Cincinnati Gas & Electric lobby to hear lecture 
on the scientific aspects of dishwashing. The dishwasher promotion— 
“Spin the Plate’—featured seven lectures per day for a 15-day period. 
Prizes were awarded to lucky winners after each lecture. 


A Game Sells Dishwashers 


Cincinnati Gas & Electric sells over 750 dishwashers 


by playing “Spin the Plate” and emphasizing the bacteria 


count of hand-washed dishes 


Cincinnati Gas & Electric 
Co. is still plugging hard to sell 
dishwashers. This year they 
have made a game of the job. 
It’s called “Spin the Plate” and 
is adapted, of course, from the 
familiar parlor game of the 
same name. 

The game was used recently 
as a gimmick to attract throngs 
of Cincinnati housewives to the 
CG & E building for a series of 
lectures on dishwasher sanita- 
tion. The game worked this way: 
Each woman was given a Live 
Better Electrically plate with 
the name of a participating 
brand of dishwashers on it at 
the door. At the end of each 
lecture, a large plate was spun 
on the stage, which included the 
names of all of the dishwashers. 

Those holding winning plates 
received daily awards, colorful 
pitchers with matching sets of 
four bowls. All who turned in 
coupons were eligible for the 
grand prize—a $300-dishwasher 

given at the end of the pro- 
motion. 

To attend the lectures, 3,963 
women turned in 10,962 cou- 
pons clipped from the Cincin- 
nati Post. It was found after- 
wards that between 750 and 
1000 dishwashers were sold in 
the Greater Cincinnati area as a 
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result of the novel promotion. 
3ackbone of the promotion 
were tests conducted by Dr. 
Stephen Chapman of the Uni- 
versity of Louisville School of 
Medicine. Using 40 homes in the 
Louisville area, Dr. Chapman 
and his staff found that hand- 
washed dishes had an average 
bacteria count of 390, while ma- 
chine-washed dishes registered 
less than one bacteria per uten- 
sil. These two figures, plus 
‘100,” the accepted public health 
standard for restaurants and 
public eating places, formed a 
basis from which to work. 

In the CG & E lobby was a 
stage equipped like a laboratory 
with a micro projector, incuba- 
tor, slide projector, and test 
tubes, pipettes, and Petri dishes. 
Clifford G. Baker of the utility’s 
sales promotion department 
gave a series of seven lectures a 
day for a 15-day period. 

Following each lecture, Ann 
Holiday, CG & E home service 
advisor, was on duty to answer 
questions about the many dish- 
washer models on display. 

Also worked into the promo- 
tion were Jayne Mansfield and 
muscleman Mickey Hargitay, 
who were appearing in Cincin- 
nati at the time, and television 
singer Johnny Desmond. 


Dishwasher manufacturers 
participating in the promotion 
included American Kitchens, 
Frigidaire, General Electric, Hot- 
point, Kenmore, Kitchen-Aid, 
Waste King, Westinghouse, and 
Youngstown. 





Scheduled Meetings 





2nd International Gadget Show 
New York Trade Show Bldg. 
New York, N. Y. 

April 17-20 


American Home 
Laundry Mfrs. Assn. 
42nd Annual Meeting 
Boca Raton Hotel & Club 
Boca Raton, Fla. 
April 20-22 


Air-Conditioning & 
Refrigeration Institute 
Annual Meeting 
The Homestead 
Hot Springs, Va. 
May 4-7 


1958 U. S. World 
Trade Fair 
New York Coliseum 
May 7-17 


Electronic Parts 
Distributors Show 
Conrad Hilton Hotel 
Chicago, IIl. 
May 19-21 


Edison Electric 
Institute 
Annual Convention 
Boston, Mass. 
June 9-12 


National Assn. of Electrical 
Distributors 
50th Annual Convention 
Civic Auditorium 
San Francisco, Calif. 
June 9-13 


Summer Markets 
Merchandise & Furniture Marts 
Chicago, III. 

June 16-27 


National Housewares & Home 
Appliances Mfrs. Exhibits 

Auditorium 

Atlantic City, N. J. 

July 7-11 


Music Merchants Show 
Palmer House 
Chicago 
July 21-24 


Western Summer Radio-TV & 
Appliance Market 

Western Merchandise Mart 

San Francisco, Calif. 

July 21-25 


For Mom 


seMOTHER'S DAY 


may II 





MOTHER’S DAY poster is part of the 
national promotion to encourage 
remembrance gifts to mothers on 
May 11. Two copies of the poster 
are contained in a 22-piece display 
set that can be obtained for $7.95 
from the National Committee on 
the Observance of Mother’s Day, 
129 W. 30th St., New York City. 
Information can be obtained at the 
same address. 


Necchi’s New Units: 
An Eye for Art 


Necchi Sewing Machine Sales 
Corp. last month unveiled a line 
of new sewing machines de- 
signed to extoll “the dignity of 
woman by fitting (them) to the 
ability, needs, and artistic aspi- 
rations of woman.” 

The machines, featuring radi- 
cal changes in design, function, 
and cabinetry, are the products 
of Italian craftsmen. 

Necchi president Leon Jolson, 
who estimated at the introduc- 
tory press conference for the 
new units that the current busi- 
ness slump will cut U.S. sewing 
machine sales at least 10 per- 
cent this year, said: “Good 
times or bad, progress, in our 
private enterprise system, must 
go forward. Under our system, 
many private companies, in 
many countries, compete to 
please the American consumer, 
who is the final judge of profit 
or loss. It is the company which 
offers the best, which progress- 
es most, which will continue to 
grow—good times or bad.” 

Jolson then pointed to the 
new machines, terming them not 
merely useful, but a thing of 
beauty. He added that Necchi’s 
pioneering achievements, cli- 
maxed to the point of the new 
machines by the introduction of 
the zig-zag, decorative-stitch 
machine, has already built the 
company from scratch to $60 
million a year in U. S. retail 
sales in just a decade. 
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PORTABLE DISHWASHER 


...ready now for you to offer at 


a terrific sales-closing low price. 








Here’s the perfect gift that will set extra Mother’s Day profits rolling 
your way fast. It has terrific customer appeal for it eliminates the 7 
housewife’s greatest chore. It fits every market for it stores in small 
space, plugs into any adequately-wired regular electrical outlet and 
hooks up to any sink faucet. It’s small enough for any kitchen... 
large enough for any family. And, it’s loaded with more top features 









ns 





~ 


per dollar than any other. You have a built-in heater... giant capacity See your ~ ~ 
for 9 place settings . . . extra-large silver basket . . . faster, more thor- 
ough washing and drying . . . completely automatic operation .. . RCA WHIRLPOOL distributor 


plus large roll-easy casters. 
Get in on this big-profit Mother’s Day opportunity now! 


for the customer-attracting 






Mother’s Day promotion! 
Here are more extra-profit oasis 


RCA WHIRLPOOL food waste anak + 
Display in so little space... sell so easily... at such | ~ 
i 


a handsome profit! You can sell two popular models. ..a 
ee batch-feed type with automatic reversing switch 


.or a low-cost, continuous-feed type. Get the full story { Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 





on these two big profit possibilities in disposers from your 
RCA WHIRLPOOL distributor. 


Use of trademarks syt ond RCA euthorized by trademark owner Rodie Corporation of America 


Join up!... it’s easierto sell RCA: WHIRLPOOL than sell againsfit!.-— j 
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21-INCH PICTURE TUBE mounted 
to chassis. 


SHORT NECK 90° TUBE... no 110° 
linearity or yoke problems. 


FIN-COOLED POWER TRANS- 
FORMER hos 185% more cooling 
surface. 


TECHNICAL CONTROLS on front 
of chassis for ease of adjustment . . . 
no mirrors required. 


ALL ALIGNMENT adjustments on 
top of chassis. 


ALL CIRCUIT TUBES accessible for 
service without removing the chassis. 


PAGE 118 








22 REASONS WHY THE 
HANDCRAFTED “SERVICE SAVER” 


HORIZONTAL CHASS! 


in Zenith TV means more satisfied customers 
for Zenith Dealers and Servicemen 


Gee00 O00 
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17A30 CHASSIS 
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EUSE 
ouT OF CONSIDERATION FOR SERVICEMEN W 


NO PRINTED CIRCUITRY 


w 


TUBES ARE PLACED in logical cir- 


cuit sequence. 





NO PAPER ENCASED BYPASS 
CONDENSERS ... all are plastic or 


ceramic molded. 


NO HIDDEN PARTS...all are 
easily replaced. 


NO PRINTED CIRCUITS .. . all con- 


nections are hand soldered. 


PRECISION BUILT, rugged hori- 
zontal chassis. 


i s th 
Y rvicing dealer knows 
sounee > a television chassis 0 
costly servicing and may © -s : 
Zenith’s handcrafted s ~ ne. 
po oe ision means greater operating 
ey ond fewer service headaches. 





NO SHORTCUTS to impair the 
reliability. 
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NO SCREWBALL |( 












CONSTRUCTION 


... THATS WHY 


ZENITH TV 
NEEDS LESS 


S x RVI C + & ® @ 

WE THINK IT’S 

WORTH THE EXTRA 
COST AND EXTRA 

CARE OF HANDCRAFTED 
STANDARD CIRCUITRY 
TO GET THE BEST 
PERFORMANCE 


AND LEAST 
SERVICE HEADACHES 


AND SO DO THOUSANDS 
OF DEALERS WHO 
WOULD SOONER 
SELL CUSTOMER 
SATISFACTION 

, A THAN A PRICE TAG! 


7. yO Os bb ee — b 
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The quality goes in before the Zenith name goes on. 
Backed by 39 years of leadership in radionics exclusively. (LLLLA Serer Sere Generomnwemee 
Chicago 39, Illinois 


Also makers of Radio, High Fidelity Instruments and fine Hearing Aids. 
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PANELERS liked Medallion Homes. They are, 
left to right, J. H. Waid, Dept. of Water and 
Power, Los Angeles; W. E. Pierce, Common- 
wealth Edison, Chicago; L. L. Clemmer, Con- 
sumers Power, Jackson, Mich., and G. E. 
Solley, Pennsylvania Power & Light Co., 
Allentown, Pa. 





ASSOCIATION men came to the wiring confer- 
ence, and naturally, got together. In their 
seats before a session are left to right, Jack 
Waddell, Boston Electric Institute; Stan 
Strunk, Electric League of Cleveland and 
Clif Simpson of Chicago’s Electric Assn. 





APPLIANCE MEN, too, were at the conference. 
Ralph Sorenson of Westinghouse, right, 
makes a point in foyer conversation with 
Frank Kitzmiller of EEI. 


KEYNOTER Frank Roby of the Square D Co. 
and Herbert E. Cook of the Detroit Electric 
Association huddled over what looked like a 
set of promotion plans early in the meeting. 








Diikull KVISUN SKIT tells how happy the util- 
ity is with Housepower. Left to right are Ed 


Edson, Helen Littmann, and Charles Jax, 
all of Detroit Edison. 


Although happy with LBE and Housepower, utility men at the Wiring 
Bureau's 14th National Sales Confab Seek Ways for... 


Making Promotions 
More Effective 


The Fourteenth Annual National Wir- 
ing Sales Conference, sponsored by the 
National Wiring Bureau, and held in De- 
troit this year, demonstrated one fact for 
sure—the electrical industry likes the 
taste of successful promotions. All levels 
in wiring, including utilities, electrical 
contractors and distributors, are working 
hard to expand the effectiveness of the 
two big programs they’ve been running 
for some time—‘“‘Live Better Electrically,” 
and “Housepower.” 

The ‘Medallion Homes” project, under 
the LBE slogan, has been recently kicked 
off in many areas, and got plenty of spe- 
cial attention from conferees, including 
a panel of utility men who have already 
“tried their wings” with Medallion Homes. 
LBE itself was the subject of much off- 
the-floor conversation, primarily because 
of its new switch to Edison Electric In- 
stitute sponsorship. 

The Detroit program ran a day and a 
half. The keynote address was “These 
Electrifying Years,” delivered by Frank 
H. Roby, of National Electrical Mfrs. 
Assn. and the Square D Co. “A Day with 
Detroit Housepower Services” followed, 
presented as a skit by the Detroit Edison 
Co. Presentation of the Fourth Annual 
Look awards completed the morning. At 
lunch, E. O. George, vice president for 
sales, Detroit Edison, “looked back into 
the future” to see a breakthrough for the 
wiring industry over the next ten years. 

After Lunch, the afternoon session 
concentrated mostly on the electrical con- 
tractor, with Milton Allen of Philadelphia 


APRIL, 


Electric Co. presenting the results of a 
NWB survey on residential wiring which 
indicated that industry programs are 
used extensively by contractors. Other 
evidence backing Housepower was pre- 
sented by R. S. Martin, Carolina Power 
and Light, and J. R. Waitas, electrical 
contractor of Cincinnati, Ohio. The day’s 
work finished with a panel discussion led 
by R. E. Ingmire, Manager, Inter-Indus- 
try Activities, Live Better Electrically. 
The subject was the Medallion Home pro- 
gram and the panelists included L. L. 
Clemmer, Consumers Power, Jackson, 
Mich.; W. E. Pierce, Commonwealth Edi- 
son, Chicago; J. H. Waid, Dept. of Water 
and Power, Los Angeles; and G. E. Solley, 
Pennsylvania Power & Light Co., Allen- 
town, Pa., all of whom have already had 
or are planning Medallion Home promo- 
tions. 

Speakers on the second day of the con- 
ference, mostly concerned with commer- 
cial wiring, included Fischer Black, pub- 
lisher and editor of Electrical World, a 
McGraw-Hill publication; E. P. Werley, 
Pennsylvania Power and Light; Norman 
Ferguson, California Electrical Works, 
San Diego, Cal., and Howard Stevenson, 
chairman of the Industry Committee on 
Interior Wiring Design, who spoke on 
“Three Wiring.” Iowa handling of the 
Housepower program was described by 
James F. Rosche and Clyde Clark of Iowa 
Electric Light and Power. Lester E. Bar- 
rett, president of the NWB summed up 
the session’s results at the close of the 
conference. 
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Better Packaging 


Fibre Box Assn. points to advances in small appli- 


ance packaging that aid in shipping and displays, cites 


examples of the use of these boxes 


A bright new look in packag- 
ing is helping to solve chal- 
lenging display problems— 
catching the customer’s atten- 
tion and moving items from off 
the shelf. Sturdy fibreboard 
boxes are now doing a double 
job for the manufacturer—liv- 
ening up displays and serving 
as handy shipping or carrying 
cases. 

According to the Fibre Box 
Assn., more and more small ap- 
pliance manufacturers are us- 
ing these eye-catching, protec- 


tive, and useful fibreboard 
boxes. 

For instance: 

General Electric ships its 


Toast-R-Oven in a regular slot- 
ted corrugated container color- 
fully imprinted with pictures 
and copy. The base, imprinted, 
colored linerboard, is used by 
the retailer to display the item. 
G-E also uses an unusually- 
shaped die-cut container to 
package and merchandise its 
portable mixer. Employing an 
oyster-white outer liner, the 
box is striped in four bands of 
different colors, showing the 
shades in which the mixer can 
be purchased. The container 
has recessed ends, one of which 
is stitched in place, while the 
other is stitched only at the 
bottom so that the product can 
be removed and replaced. Pres- 
sure-sensitive tape keeps this 
end in place at the top. A fur- 
ther distinctive feature is the 
handle for customer carry-home 
ease. 

Electric cooking utensils are 
given the glamor treatment in a 
counter display designed for 
Presto Control-Master Hostess 
Sets. The stand-up back uses 
arresting art work. 

Prector Manufacturing Co. 
used to pack its electric iron 
in a three-piece box consisting 
of a die-cut tuck-top container, 
a U-shaped scored sheet, and a 
piece of steel angle. Now, with 
a die-cut one-piece container 
whose inner packing is an inte- 
gral part of the box itself, their 
packing costs have been re- 
duced about 21 percent, ac- 
cording to the Fibre Box Assn. 

Packaging costs also went 
down for Waverly Products 
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G-E’S TOAST-R-OVEN display 
typical example of the versatility 
of the modern fibreboard box. 


is a 


Co., when they adopted a spe- 
cial die-cut box for their Ice- 
O-Matic ice crusher. An unusu- 
ally-sturdy shipping container 
had to be devised for Electro- 
Engineering Co.’s power tool 
assortment. Returns on these 
tools have since been reduced 
from 12 percent to 3 percent. 

But despite these strides in 
surface printing and protect- 
ability, the Fibre Box Assn. 
points out that there will be 
even greater advances to come. 
Meanwhile, they say, the boxes 
are keeping pace with the new 
appliances they must accommo- 
date. 


Brand New Market 
For Electric Kitchens 


The luxurious trailer of to- 
morrow may soon feature an 
all-electric kitchen. 

Flamingo Trailer Mfg. Corp. 
announces that it has installed 
a completely electric Frigidaire 
kitchen in a 46-foot-long, 10- 
foot-wide trailer shown recently 
at the annual Trailer Life Show 
in Los Angeles. 

Spurring this development in 
mobile home kitchens, the com- 
pany says, is the ever-increas- 
ing availability of three-wire 
electric current in trailer parks 
across the country. 

The use of mobile homes is 
growing in popularity and 
trailer homemakers, they say, 
are demanding the latest appli- 
ances in their kitchens. 
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Saves up to 1/2 hour 





moving each appliance 











CATERPILLAR STEP GLIDE 


Endless rubber belts glide heavy loads 
ever stairs without marring . . . end second 
story delivery problems. Curved cross 
members on frame fit rounded appliances. 


made of tough water repellant 
fabric with adjustable web 
straps and soft, scratchless 
white flannel liners. All shapes 
and sizes—Write. 


SEND postcard for full information 
en our complete line TODAY! 


ee 


2127 N. 12th St. 


‘@eYEATS appliance dolly 


ideal for moving: 


e@ ranges 

e refrigerators 

e water tanks 

ewashers, etc. 
Yeats tough, yet featherweight, alu- 


Height ms minum alloy frame is felt padded in 
Weight 36 Ibs. front — has smooth runners in back 


that allow handlers to ease ‘the 
heaviest loads over truck tailgates. 
Patented strap ratchet grips appli- 
ance vise tight without marring in 30 
seconds or less. This on-in-a-flash 
loading plus on-a-dime wheel pivot- 
ing on stair landings and in other 
close quarters . . . save costly labor 
time on every appliance delivery. 
You'll find a YEATS dolly more than 
pays for itself! See your dealer or 
write direct! 





Refrigerator Cover 


a 
sales company 
MILWAUKEE 5, WISCONSIN 





ARMSTRONG 






HEATERS 


a) 








This Radiant Circulator (unvented) is 
a real beauty, finished in Armstrong’s 
own tan color “Mocha-tone”’. Radi- 
ant opening insert finished in “Hi- 
heat” silicon gold enamel. White 
radiants. Chrome dress guard. Has 
cast 
Available with manual or automatic 
controls. Specify if for Natural, 
Mixed, Mfg. or L.P. gas. 


Model 3244 — 1614” wide, 11” deep, 
2114” high. 24,000 B.T.U. 

Model 3305 — Same style — 1914” 
wide. 30,000 B.T.U. 


Write for iterature and prices on 
60 Armstrong models and sizes. 


ARMSTRONG 
PRODUCTS CORP. 


Dept. EM 
Huntington 12, W. Va. 





| 


AGA Approved 





iron burner and brass valve. | 


easy way 


to make pipe connections 


FOR WASHERS, 
REFRIGERATORS, 
AND OTHERS 


DRIERS, 






Model CT—with flared joint 
for copper tubing 


Model ST— 
for pipe connections 


SKINNER-SEAL SADDLE TEE —for mak- 
ing pipe connections. No pipe cutting or 
threading. Only one bolt to tighten. 
Quick, easy. Cuts cost. For installing wash- 
ers, driers, gas refrigerators, heaters, 
etc. Write for circular. 

Approved by Underwriters’ Laboratories, Inc. 


M. B. SKINNER CO. 


SVUTH INDIANA 





BEND 21, 
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Fastest-Growing Market 


Seventeen magazine's Sigana Earle gives details of 
her publication’s effort to encourage teen-agers to use small 


appliances through a recipe contest 


Seventeen magazine is ready- 
ing its annual fall sparkplug 
for small appliances which the 
publication promotes to its teen- 
age readers through a “Favorite 
Recipe Contest.” According to 
Mrs. Sigana Earle, director of 
food and homemaking education 
for Seventeen, this year’s con- 
test will feature expanded par- 
. ticipation on the part of utili- 
ties and home economics classes 
throughout the country. The 
contest will be launched simul- 
taneously in the September is- 
sues of Seventeen and Seven- 
teen-at-School. 

The magazine inaugurated the 
contest in 1954 with the pur- 
pose of stimulating the interest 
of the nation’s 8.5 million teen- 
age girls in table-top cookery 
and to encourage them in the 
use of electric housewares in 
their cooking and entertaining 
activities. Since 1955, the con- 
test has had the cooperation of 
the National Electrical Mfrs. 
Assn. In 1957, it was also con- 
ducted in coordination with the 
Live Better Electrically program. 
Both organizations are again 
cooperating in 1958. 

There are actually two con- 
tests: (1) a contest for indi- 
vidual Seventeen readers and (2) 
a contest for home economics 
classes and clubs. The latter 
competition is conducted by 
Seventeen at-School, the maga- 
zine’s auxiliary publication for 
home economics teachers. In 
this contest groups of recipes 
are submitted by classes. Each 
recipe submitted in the group 


Emergency Shipment 


HEATERS were a prized commodity 
in Atlanta, Georgia, last month 
when near-zero temperatures hit. 
Here, Carol Price, of Rich’s, wel- 
comes an airborne shipment of 
G-E heaters. 
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contest is also eligible for a prize 
in the individual recipe contest. 

Follow-ups. In addition to the 
initial September announce- 
ment, a major editorial on table 
top cookery appears in the Sep- 
tember issue, and follow-up 
stories appear in October and 
November. The winners of the 
contests and the top prize-win- 
ning recipes are published in 
the April issue. 

The grand prize winner in the 
individual contest and the win- 
ning class in the group contest 
each receive a 14-piece Live 
Better Electrically housewares 
trousseau. Each member of the 
winning class, as well as the 
teacher, receives an individual 
electric appliance for herself. 

The grand prize winner for 
1957 also receives a four-day 
trip to New York for herself 
and her mother. The teacher of 
the winning class for 1957 in 
the school division contest, plus 
one selected student, will be 
Seventeen’s guest of honor at 
the American Home Economics 
Convention in Philadelphia in 
June. 

Mrs. Earle pointed out to this 
year’s Live Better Electrically 
Women’s Conference that the 
teen-age market for housewares 
(they call them “electric appli- 
ances”) is “growing like a teen- 
ager.” According to Mrs. Earle, 
it’s by far the fastest-growing 
segment of the market. 

Increasing Market. “Do you 
realize,” she asked, “that in 
the next ten years your 26- to 
40-year-old customers will actu- 
ally decrease by about five per- 
cent? In that same period the 
teen-age group will increase by 
almost 50 percent—a five per- 
cent decrease versus a 50 per- 
cent increase. Think of it: there 
will be half again as many teen- 
agers in 1967. Eight and a half 
million today; 12.4 million 
then.” 

Mrs. Earle continued by stat- 
ing that nearly one-fifth of all 
these youngsters own one or 
more kitchen appliances. She 
added that ownership of such 
items as electric blankets, hair 
dryers, and irons is even higher. 
These figures, she said, come 
from a November survey of a 
2000-member Seventeen maga- 


zine consumer panel. 

Mrs. Earle added that 38 per- 
cent of teen-age girls have given 
or helped give electric appli- 
ances as gifts. She indicated that 
the average teen-ager has the 
money to make these purchases 
—an average of $9.53 a week, 
or a cumulative $4.2 billion a 
year. 

What’s more, she said, four 
out of five teen-age girls have 
an important voice in the pur- 
chase of electric appliances for 
the home. And, almost over- 





night, this same teen-age girl 
is married, furnishing her own 
home, buying housewares and 
being showered with them. Half 
of all first brides are in their 
teens—more girls marry at 18 
than at any other age. 

Mrs. Earle urged utility home 
economists to make a practice 
of contacting and helping home 
economics classes. She said that 
teachers welcome such help and 
she pointed out that this is a 
natural way to introduce young 
people to home appliances. 


A Word to Consumers ... 


... on “wash-and-wear” is planned in the May issue 
of Good Housekeeping. An extensive tie-in promotional 
campaign is currently underway 


“‘Wash-and-wear” is due for a 
healthy push by a consumer pub- 
lication next month. Good House- 
keeping will devote 20 pages of 
its May issue to an editorial 
presentation of the facts on 
wash-and-wear fabrics, clothing, 
and appliances. 

The issue will discuss in de- 
tail the latest automatic home 
laundry equipment. It will also 
tell of specific “wash-and-wear” 
fabrics that have measured up 
to the accepted standards of the 
magazine’s Good Housekeeping 
Institute. 

To enable the appliance indus- 
try to tie-in with its promotion, 
the magazine has prepared an 
appliance merchandising kit. 
This kit has been sent to 250 
utilities throughout the country 
and to each appliance manufac- 
turer advertising in the May 
issue. Each such manufacturer 
has been sent 100 free kits and 
some have ordered additional 
kits at $1.25 each. The kits, pre- 
pared with dealers in mind, in- 


clude three banners, three post- 
ers, three pennants, and a coun- 
ter card. 

Another promotional item is a 
16-page booklet, “Good House- 
keeping’s Guide to Wash-and- 
Wear,” containing the material 
in the May issue plus informa- 
tion on soaps, detergents, bleach- 
es, water conditioners, and soft- 
eners, as well as pointers on 
touch-up ironing. This is now 
being prepared by the magazine. 

Good Housekeeping expects 75 
large department stores through- 
out the country to join in the 
campaign. In addition, a “wash- 
and-wear” guarantee tag has 
been developed, to be attached 
to merchandise that meets Good 
Housekeeping standards. 

The magazine reports that 
preliminary interest has been 
substantial. Co-operating appli- 
ance manufacturers include 
Frigidaire, Hotpoint, Marquette 
Appliances, Maytag, Philco-Ben- 
dix, Westinghouse, and the 
Whirlpool Corp. 


Capitalizing on Sputnik 











SPUTNIK DISPLAY in the window of Oak Lawn Home Appliances, Dallas, 


Texas, captured first prize of $500 in the Westinghouse “Shape of 
Tomorrow” dealer window display contest. The display featured a re- 
volving earth satellite and “beep-beep” radio signals. 
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DISCUSSING Tappan’s Big Deal promotion are Harold Slater, left, of City 
Furniture, Mansfield, Ohio, and H. V. Miller, right, Tappan sales rep- 


resentative. During Tappan’s “Syn-on-y-mous” promotion, which tied in 
with U. S. Steel’s “Operation Snowflake” last November and December, 
Slater sold 58 Tappan ranges in 25 days. 


Sales Go Up . 


... as a result of ambitious Tappan range promotions. 
Company attributes its success to a dealer-aid program 
with a new push every 60 days 


The Tappan Co. reversed a 
national trend in range sales 
last year. The company reports 
that the first nine months of 
1957 ran ahead of 1956 sales— 
this while over-all range sales 
declined 15 percent. 

Tappan expects that a final 
tally for 1957 will find total 
sales of about $45 million, up 
from $43 million in 1956 and at 
an all-time high. 

The company attributes this 
success to a dealer-aid program, 
which will continue into 1958. 
Every 60 days, Tappan pro- 
vided its dealers with a new 
promotion program for its com- 
plete line of electric, gas, and 
electronic ranges, both free- 
standing and built-in. The com- 
pany emphasizes that each of 
the six 1957 promotions was 
complete in itself. 

It is pointed out, for example, 
that one of the most successful 
of the 1957 promotions was a 
“Big Deal” campaign. This 
campaign covered all the normal 
things you would expect to find 
in a promotional kit, plus addi- 
tional sales aids. The kit in- 
cluded a complete brochure 
with store decorations, banners, 
window cards, model ads for 
newspapers, and television and 
radio commercials. Dealers also 
received a plan to give 
premiums with purchases of 
ranges, such as barbecue sets, 


combination can opener-knife 
sharpeners, aluminum pots, and 
seven-piece knife sets. 

Backed With Ads. Tappan 
backed up each promotion with 
national ads in Sunday maga- 
zine sections, and in local city 
supplements where the national 
magazines were not carried. 

The company’s final promo- 
tion program for 1957 was la- 
belled “Syn-on-y-mous.” This 
was an all-out tie-in with U. S. 
Steel’s annual white goods pro- 
motion, “Operation Snowflake.” 

In the first two months of 
1958, Tappan furnished a com- 
plete set of promotional litera- 
ture geared to the theme, “Tag 
’em and Sell ’em.” Heart of this 
program was a factory-author- 
ized dealer clearance sale. This 
sale was aimed at giving dealers 
an opportunity to move Tappan 
ranges at retail savings aver- 
aging about $60 per unit. For 
March and April, Tappan has a 
special merchandising program 
connected with its new models. 

Besides hearing about the 
individual program from Tap- 
pan’s 100 field salesmen, dealers 
also get visits from members of 
Tappan’s top management. 

One advantage to the 60-day 
promotions, according to mer- 
chandising director Charles C. 
Wilson, is that Tappan can thus 
introduce new range models as 
fast as they are developed. 
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‘callbacks dampen service nrofits!... 


ALWAYS USE F.S.P. 


Factory Specification Parts 
last longer, avoiding costly 
service adjustments 


Precision made to original specifica- 
tions for RCA WHIRLPOOL appliances, 
“FSP” parts fit right and work right 
so you can do a perfect job of servic- 
ing in one call. They’ll help eliminate 
customer-irritating callbacks and 
last longer, protecting your quality 
service reputation. Don’t take 
chances. on “off brands,’’ see your 
RCA WHIRLPOOL distributor or 
authorized parts jobber for genu- 
ine Factory Specification Parts for 
RCA WHIRLPOOL appliances. 


FSP 





THEY LOOK ALIKE. ..BUT 
ARE SO DIFFERENT! 


Genuine ‘“‘FSP”’ hose with- 
stands far more water pres- 
sure and heat. It resists 
deterioration even in air sat- 
urated with 4 times the 
amount of ozone found in 
any locality. 


Factory Specification Parts for 


| eA) Whirlpool APPLIANCES 


meet the toughest specifications in the industry 


*Tmk. 


Service Division, WHIRLPOOL CORPORATION St. Joseph, Michigan 


Use of tredemorks age and RCA authorized by trodemork owner Rodie Corporation of America 
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DEMONSTRATING CONSTRUCTION, Casemates dealer Sam Samsei shuws a cus- 
tomer how easily the units are assembled. This clinches a carry-home sale. 


Why Not Case Goods? 


New “Casemates by Kent” Line— over 20 sizes and 
styles — sells KD in carry-home boxes at prices up to $55, 


goes together without tools 


A good possibility for a fur- 
niture sideline for appliance 
dealers is about ready to move 
into national distribution. 
“Casemates by Kent” is the new 
line, and it’s made in Chicago by 
a branch of the Grand Rapids 
furniture firm of the same name. 
It will be marketed separately 
through its own sales organiza- 
tion, headed by Jay Duttmers, 
who was hired by Kent because 
of his extensive experience in 
appliance merchandising. 

Duttmers is now signing ap- 
pliance distributors. 

Features of the new line that 
Duttmers considers attractive 
to appliance dealers start with 
the product itself, which is 
styled in a _ blond-and-white 
paint finish, goes together with- 
out tools due to an ingenious— 
and patented—threaded-rod- 
and-wing-nut system, and is de- 
livered to the dealer KD in at- 
tractive individual boxes. Be- 
sides the product, Duttmers 
points to pricing of the units, 
which makes them competitive 
in most markets with unfinished 
furniture, even from mail-order 
houses. At prices ranging from 
about $15 to a top of around 
$55, the units carry margins 
ranging from 22 to 28 percent, 
averaging around 25 percent. 
There are freight and handling 
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savings that preserve a large 
part of this margin for the 
dealer. In addition, Casemates 
offers a complete line: chests of 
drawers in all popular sizes, 
headboards for beds, hi-fi cabi- 
nets, desks, room dividers, book- 
cases and night stands. 

Each unit, except for the 
drawers, is assembled at the 
factory for finishing, and then 
disassembled and packed for 
shipping. This insures two 
things, according to Duttmers: 
first, the finish is complete, and 
second, the units are sure to go 
together properly and offer no 
service problems. The paint 
finish used is_ practically 
scratch-proof in the opinion of 
retailers who have tested the 
line. “They really have to be 
trying to damage it,” says one 
dealer. 

Trial Runs. The Casemates 
line has had several trial runs. 
One set of tests involved major 
department stores, and another 
was in casual furniture shops, 
which suited the company bet- 
ter. One such dealer was the 
Patio Shop in Chicago, managed 
by Sam Samsel. With about five 
months experience in the line— 
his only case goods besides a 
more expensive short casual 
line—Samsel pronounces Case- 
mates the ideal traffic-builder 


and quick  turn-over line. 
Though the margins are not as 
high as in his regular furniture, 
Samsel thinks his net per piece 
in Casemates equals that of the 
higher-margin lines because of 
service and handling savings. 
He buys Casemates by the truck 
load, sells 12 to 20 pieces a 
week. 

Samsel rarely gets complaints 
on Casemates. Occasionally, on 
a unit sold boxed as most are, 
a drawer won’t go _ together. 
This is a simple problem, how- 
ever, as Samsel just replaces 
the drawer from his stock and 


gets another from the factory 
for the defective one. He’s never 
had any other complaint. The 
occasional customer who re- 
fuses to assemble his furniture 
himself pays Samsel $3 per unit 
to do the job for him. Except 
when he sells five or six pieces 
at once, Samsel finds that cus- 
tomers deliver their own pur- 
chases cheerfully. 

Selling Casemates is easy, ac- 
cording to Samsel. He demon- 
strates the construction, shows 
the breadth of the line and 
quotes some prices. Usually, 
that’s all there is to it. 


Promotion Round-Up 


Admiral uses a tie-in with a Cherry Pie Baking Con- 
test, Motorola uses perfume, RCA employs a drawing 
contest — all to promote products 


Ever since the Admiral Im- 
perial Range was selected offi- 
cial range of the 1958 National 
Cherry Pie Baking Contest, Ad- 
miral has been offering a 79- 
cent promotional cherry pie bak- 
ing kit. Customers get it just for 
looking at the new Admiral Slim- 
line range. To date, the company 
has given away 100,000 such kits. 
They contain all the essentials 
for making acherry pie. 

Amana distributor salesmen 
are competing for an all-expense 
trip to Paris for two, plus 25 
cash prizes, in a “Giant Step” 
program. Each salesman makes 
a tape recording of a product 
presentation. Individual con- 
tests are being conducted by 
each distributor. Winning rec- 
ords will be sent to the factory 
and all these entrants will re- 
ceive a prize ranging from $15 
to $50. Grand prize winner will 
receive the trip. 

To reach the expanding home 
maintenance and workshop mar- 
ket, Cummins Power Tools has 
commissioned cartoonist Virgil 
Partch to point up with his in- 
stantly-recognizable style the 
features in the Cummins tool 
line. These cartoon ads will ap- 
pear in the Saturday Evening 
Post. 

Hotpoint has launched a na- 
tional consumer magazine ad- 
vertising program for all-elec- 
tric kitchens. The company will 
use Life, Better Homes and 
Gardens, Farm Journal, and 
Good Housekeeping. 

Hotpoint also plans to bring 
the “miracle” of electronic cook- 
ing to over 150 cities and a 
million people in 1958. For the 


seventh consecutive year, Hot- 
point’s three “kitchen on 
wheels” trailers will visit com- 
munities throughout the coun- 
try. 

Maytag’s spring advertising 
campaign includes a magazine 
program which will reach half 
the families in America and its 
largest outdoor poster program. 
The spring campaign also in- 
cludes a dealer cooperative pro- 


gram for nationwide newspaper . 


coverage and point-of-sale ma- 
terial for dealer use. 

Motorola is offering as a 
premium tiny “bottlettes” of 
French perfume to promote its 
Golden Satellite line. The pre- 
mium is a sampler of six of 
France’s most-famous perfumes 
each contained in a small plastic 
“nip” that is opened by breaking 
in two. 

Motorola has also launched a 
national newspaper advertising 
campaign for its televison sets. 

Norge has announced a na- 
tional Magic Slipper Cinderella- 
thon promotion. Each cardboard 
pumpkin in a kit contains a slip- 
per that is punched out and 
taken to the dealer. If it matches 
that on the dealer’s master card, 
the consumer wins TV slippers, 
free prizes, or merchandise cer- 
tificates. The pumpkins will be 
circulated by insertions in news- 
papers, by hand, by airplane 
“bombing,” or by “Fairy God- 
mother” models. Kits are avail- 
able from Norge distributors. 

Norge has also made available 
a new artificial food package 
for refrigerators “specifically 
designed to emphasize the im- 
portant features in our Swing 
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’n Serve refrigerators.” The 71- | These Special Prices for 30 Days Only 
piece kit contains items for the 
general storage compartment, 
meat saver, freezer locker, 
crisper, dairy keeper, egg nest, S l| M YW 
ey shelves. e ore ousewares 
The Permaglas division of 
A. O. Smith Corp. is spearhead- 
ing its spring merchandising 
program with a comprehensive E it - To See | 
advertising schedule utilizing all very e mM asy - 


media. 





Children’s coloring contests 
in major markets are to be used 
by Radio Corp. of America to 


promote color TV. The object to 
be colored is an outline drawing 
of the NBC-TV peacock, emblem 


of “Living Color” television. To 
SALES-P RODUCING 


be eligible for the special 
flr 


bonus prizes in each area, the 
SELF-SERVICE ISLAND 


children must take at least one 
parent to a dealer’s store to 
@ Every item is ‘“‘easy to see"’..,‘‘easy to 
© handle’ "..."‘easy to buy’ 





















watch a colorcast on a new RCA 
Victor color TV receiver. 

“Get a Lift Out of Cooking” 
is the major theme for 1958 
advertising and promotion ma- 
terials of Geo. D. Roper Corp. 
The theme provides a family tie- 
in between Roper’s national 





‘ 300% more selling space than one flat-type 
counter in only 12}2 Sq. Ft. of floor area. 


@ Every sales making - money making feature 


s ‘‘built in'’ FLEXO-SPACE. 


i : Ce oscar odwastins wig @ 5. large adjustable shelves permit you to 
consumer magazine advertising Adi stabi ‘ display all merchandise regardless of shape 
and expanded local-level promo- a ” icin 

iad Shelves New, Sensational Sales-Prod Self-S 
tional programs. at ew, Sensational Sales-Producing Self-Service 


Island! Thousands of retail merchants are using 
FLEXO-SPACE for ‘rapid turnover’’ resulting 
in increased Sales and Profits. This amazingly 
low priced quality Island increases your Sales 
because Self-Service makes it easier for your 
customers to buy...they shop around entire 
entire Island...no ‘‘blind spots'’. You sell more 
because you display more. All merchandise is 
““alive’’ with buying appeal to make Sales and 
Profits soar. 


As advertised in all...LEADING 
TRADE MAGAZINES at $79.00. 


ACT NOW FOR 


A point-of-sale merchandising 
display developed by Waste 
King Corp. allows store traffic 
to see “inside” an operating 
dishwasher-dryer. This consists 
of an operating unit with op- 
tional transparent plastic front; 
a consumer-actuated “feature 
reminder” wheel; a literature 
rack; and a dishwasher display 
frame dotted with colorful pal- 








let h listi aie ae SPECIFICATIONS 

2tS, eac Ss ya saies >% re. 

tenniiiainnac ts ieee No. 630D: 30° wide, 60° long OFFER GOOD FOR 

Westinghouse is investing $2 g.No_,630D:, 227 ~4n. 40" long 30 DAYS ONLY 
million in a “Blue Chip” pro- Shelf sizes: 2 top shelves 15°’ W 
nag aig gE: 60° L...3rd shelf 24°° Ww. 60" L DEDUCT 5% EXTRA BONUS - 

motion. The program 1S geared 4th shelf 28°' W. 60°’ L...Base 30°’ by sending your check with Use FLEXO-SPACE for promotional Island...of end 

to secure sales on product fea- Ww. 60°’ L. Toe space 4°" from floor order. You save these extra to end in your main aisle. Sales increase instantly 
3 " Neutral finish. Shipped k.d., weight dollars - we save bookkeeping “Tested and Proved"’ to bring you more business in 

tures rather than price and is $36 jhe. Tohes enly mlauten Ab act expense. Money refunded et all departments immediately upon use. Order yours 

built around the “Shape of To- up for Plus Sales enae: 6 avy enend. —* 
















morrow” 1958 Westinghouse ap- 
pliances. The promotion draws 
its name from large-size blue 





MONEY BACK GUARANTEE IF NOT SATISFIED (95% of all fixtures are bought by Mail) 









chips of cardboard on which MONEY SAVING OFFER MONEY SAVING OFFER = 4 SHELF 
prospects register for prize Good for 30 Days Only Good for 30 Days Only Seles-Producing 
drawings of free appliances at FLEXO-ROLL 
the retailer’s store. On the chips — en eee 


the customers list their name, 


R 
I . 
address, and the next appliance je $§ 
3” 





they intend to buy. NO. 710-D SELF-SERVICE ISLAND 


Ali shelves %'" Plywood. Over-all height 45°’. 
SHELF SIZES: 2 Top Shelves 14!2"" Wide x 60"" 
Long, 3rd shelf 18°" Wide x 60’’ Long. Base 24’’ 
5 SHELF Wide x 60°" Long. Finished in Neutral color, 
P shipped k.d., weight 75 Ibs. Only minutes to set 
Sales-Producing up ready to roll..... and increase your sales 


FLEXO-SPACE | RUSH ME Island(s) at $59.50 fob Wis. 
No. 630-DSELF-SERVICE ISLAND (If check is sent with order deduct extra 5%) 
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National TV Week 

Set for November 
National Television Week is 

slated for November § 16-22. 





200% more 


selling space 














Purpose of the Week is to RUSH ME Island(s) at $69.50 fob Wis. 
unite stations, networks, manu- (If check is sent with order deduct extra 5%) 
facturers and dealers in an all- NAME 
out effort to project the story LES COMPANY 
of television’s value and contri- ADD SA ADDRESS 





butions to the Americam people. 802 YORK STREET 
MANITOWOC, WISCONSIN CITY ZONE STATE 
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TO MAKE THIS YOUR BIGGEST SPRING GIFT SEASON EVER IN THE PHONOGRAPH SELL 
BUSINESS —HERE’S AN EXTRAORDINARY, TRAFFIC-BUILDING SPRING PROMOTION. tg 
/t's designed to: 1. Provide consumer bonus-appeal throughout the complete Columbia Phonograph line—almost every mode/—for every prospect. &® RE 

2. Bring in more buying customers. Already 

full-pag 

3. Protect your profit margin. New Yo 


You take no price cut on phonographs. You se// them at your regular price, make your regular profit. 
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HERE’S HOW 
THE 
HI-Fl PLAY- MATES 
PROMOTION 
WORKS: 











1. SELL MORE COLUMBIA HIGH-FIDELITY PORTABLES BY OFFERING DIAMOND NEEDLES FOR ONLY 98¢. SAVE YOUR 
CUSTOMER $24.00. aad 





2. SELL MORE.COLUMBIA PHONOGRAPH CONSOLES BY OFFERING SUPERB AM-FM TUNERS FOR ONLY $49.95. SAVE 
YOUR CUSTOMER $50.00. 





3. SELL MORE COLUMBIA “572” 3-SPEAKER HIGH-FIDELITY CONSOLES BY OFFERING A MATCHING 3-SPEAKER 
AUXILIARY SYSTEM FOR ONLY $49.95. SAVE YOUR CUSTOMER $50.00. 


ATE PRORTS 








SELL MORE OF ALL COLUMBIA YOUR COLUMBIA DISTRIBUTOR HAS MORE PROFIT NEWS FOR 
pags chn nt gc YOU ON MODEL 516. CALL YOUR COLUMBIA DISTRIBUTOR 
@ RECORD LIBRARY FOR $9.95. IMMEDIATELY FOR DETAILS! AD MATS! DISPLAY MATERIAL! 
Already exciting consumers nationally through OFFER ENDS MAY 31st. 

stn Peston, teow Yue Yemen tees HIGH-FIDELITY EQUIPMENT BY 








Supplement. 





YOUR BIGGEST SELLING EVENTS come FRoM|COLUMBIARI 
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Gibson: War on Dampness 





GIBSON’s first dehumidifiers leave the production line in Balding, Mich. 
J. F. Klintworth, manager of Gibson dehumidifier sales, and Robert 
Wilkie, chief process engineer for dehumidifiers, flank the first models of 
the company’s latest appliance. 


A Boost for Repairs 


The American Home plans to devote its July issue 
to home improvement, plans tie-in with H/C program; 


Council also offers a film strip 


The July issue of The Ameri- 
can Home magazine will be de- 
voted entirely to the subject of 
home improvement. The maga- 
zine plans to tie-in with the 
Home Improvement Council’s 
program to move homeowners 
into repairing and remodeling. 
The magazine, which reaches 
10144 million readers, will: 

Announce HIC’s second big 
contest for homeowners, ~ re- 
quiring the performance of an 
actual home improvement proj- 
ect with the aid of a local Coun- 
cil member. 

Devote the bulk of its edi- 
torial space to a variety of spe- 
cific improvements-moderniza- 
tion projects that would be ap- 
propriate for entrants in the 
contest. 

Carry a special advertising 
section on home improvement 
products and materials. 

Actually list all local mem- 
bers of the Home Improvement 
Council, alphabetically by state 
and town, thereby directing its 
readers to HIC members to ob- 
tain complete contest informa- 
tion and advice on projects they 
need to accomplish in order to 
enter. 

Council executive director Don 
Moore points out that The 
American Home can only list the 
first 6000 local members. He 
urges local businessmen to join 
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the Council at once. “Never be- 
fore,” he says, “has this big an 
opportunity for profit been of- 
fered to local dealers, contrac- 
tors, builders, utilities, financial 
institutions, and the other types 
of firms involved in this indus- 
try ...an opportunity for a 
national consumer magazine to 
list your firm as the place to 
go for help and advice.” 

Membership applications can 
be obtained from HIC, 2 East 
54th Street, New York 22, N. Y. 
Applicants will be informed 
promptly whether completed ap- 
plications have been received in 
time for inclusion in The Ameri- 
can Home’s listing, and will be 
provided with a publicity release 
for newspapers, radio, and TV 
announcing the fact that The 
American Home is giving them 
this national recognition. 

HIC also announces the avail- 
ability of a color film strip ex- 
plaining HIC’s program and ob- 
jectives. The film, produced by 
Life magazine, is designed for 
use by local groups planning 
chapters of HIC. It is also of- 
fered to individuals. 

Copies of the 14-minute, 35- 
mm film, with its 334% rpm 
record narration, can be obtained 
from HIC headquarters at the 
above address. Copies of the 
script are also available to per- 
sons considering use of the film. 


“Perfect Companions” 


Stiglitz Corp. creates a market by adding gas dryers 


that “harmonize” with the electric washers put out by two 


major manufacturers 


Gas dryers that are “perfect 
companions” to popular big- 
brand electric washers are mak- 
ing money for Stiglitz Corp. of 
Louisville, Kentucky, an old and 
familiar name in household ap- 
pliances. The units are “as close 
to a ‘twin’ as engineering can 
make them” to two leading na- 
tionally-advertised electric wash- 
ers. Stiglitz calls the matching 
units “Tmperial” Sun-Aire. 
There are two models—F8000 
and G9000. 

The company’s president, Ev- 
erett Stiglitz, emphasizes that 
these units are produced in co- 
operation rather than competi- 
tion with the makers of the 
models they harmonize with. He 
also emphasizes, however, that 
there is no written or legal con- 
nection with these companies. 
But there is plenty of “coopera- 
tion,” he says. 

Stiglitz reports that his com- 
pany is swamped with orders for 


the harmonizing units. It has 
taken months, he says, to get to 
the point where they can deliver 
the quantity wanted. The com- 
pany recently abandoned produc- 
tion of electric dryers and is 
concentrating on the gas units. 

Stiglitz points out that there 
is a great need for the harmon- 
izing units. Neither of the com- 
panies he has harmonized with 
manufacture gas units and 
there are many areas in the 
country where it is many times 
less expensive to dry with gas 
than with electricity. Stiglitz 
claims there are some areas 
where electricity costs as much 
as seven times as much as gas. 

It is this cost angle that 
Stiglitz says gives his units their 
strongest appeal to customers. 

Stiglitz has set up a distribu- 
tion network for the new units. 
Many of the dealers handling 
them deal in the harmonizing 
electric washer units. 


More Patent Trouble 


A Federal grand jury indictment charges Radio Corp. 
of America with four counts of violation of the government's 


Sherman Anti-Trust Act 


Radio Corp. of America’s pat- 
ent troubles are boiling all over 
the place. In a criminal indict- 
ment by the New York Federal 
grand jury filed in the U. S. 
District Court for Southern 
New York February 21, the gov- 
ernment leveled a total of four 
counts of violation of the Sher- 
man Anti-Trust Act at the com- 
pany. RCA has entered a plea of 
“not guilty.” 

The grand jury, which sat for 
nearly a year, charges that 
RCA has “conspired to restrain 
the manufacture, sale and distri- 
bution of radio purpose appa- 
ratus and the licensing of radio 
purpose patents; and that it 
conspired to monopolize, at- 
tempted to monopolize and mo- 
nopolized the licensing of radio 
purpose patents in the United 
States.” 

Although in some ways a du- 
plication of the Justice Depart- 
ment’s civil anti-trust suit 
against the company’s “package” 
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procedures in licensing patents, 
(Filed November, 1954), the 
latest action appears to be more 
far-reaching. The previous suit 
has resulted in a series of con- 
sent decree negotiations in re- 
cent months. The latest suit fol- 
lows close on the heels of the re- 
cent settlement of litigation in 
which RCA, together with Gen- 
eral Electric and Western Elec- 
tric, agreed to pay Zenith Corp. 
$11 million. Pending is a patent 
anti-trust suit leveled by the 
Philco Corporation of Philadel- 
phia against the company. 

RCA has been attempting to 
work out new patent licensing 
agreements that would be satis- 
factory to the industry. 

Although no individual per- 
sons were named in the grand 
jury’s indictment, a group of do- 
mestic and foreign companies 
were named as co-conspirators 
in the action. Included among 
these were General Electric and 
Westinghouse. 
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Enthusiastic response... 


“When a woman wants her kitchen updated there 
will be no peace until it is completed ...these book- 
lets are splendid for demonstrations or women’s 
meetings at your cooperatives.” — Minnesota Electric 
Cooperative, St. Paul, Minnesota 


“The booklet was well received by all of the 
farm people we talked with...we got a lot of 
mileage out of this effort.’—Cinderella Kitchens, 


Des Moines, Iowa 


“The booklet will be of immense value to us in 
presenting the farm market with a handy and 
complete planning guide, enabling prospects to 
make the most advantageous use of space and 
available funds.’—TYony Leone’s Kitchen Center 
Inc., Syracuse, New York 


“SUCCESSFUL FARMING’s Farm Kitchen Ideas book- 
lets were distributed with good acceptance to various 
meetings of farm families and through the home 
economics departments of several high schools in 
our area.” —Intercounty Electric Cooperative Asso- 


ciation, Licking, Missouri 


“We gave our salesman a supply of the booklets. 
He talks appliances on every call and this booklet 
gave him a new approach and story. The booklet 
was shown on every call...this has been very effec- 
tive.’—lowa Power and Light Company, Red Oak, 


lowa 


“We purchased 2,000 copies of the Farm Kitchen 
booklets ...excellent in demonstration programs for 
youth groups, homemakers and women’s clubs in 
urban and rural communities, home economics 
classes in schools, and for programs of 4H and 
Future Farmers groups.”’—Northern States Power 


Company, Minneapolis, Minnesota 


“The SUCCESSFUL FARMING kitchen planning story 
will be one of the feature demonstrations of this 
year...if attendance this year holds up to past years, 
between ten and fourteen thousand farm women, 
4H youngsters and others will have an opportunity 
to hear the story.’”—Monongahela Power Company, 


Fairmont, West Virginia 


“We are really enthused about your Farm Kitchen 
booklet. It is one of the finest appliance promo- 
tion pieces that has ever come across our desk.”— 
Wisconsin Public Service Corporation, Green Bay, 


Wisconsin 





SUCCESSFUL FARMING Home Equipment Editor Ruth 
Krustev shows “Farm Kitchen Ideas” to shoppers. 


Successful Farming 


Des Moines, New York, Chicago, Detroit, Philadelphia, Cleveland, Atlanta, San Francisco, Los Angeles 
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The 1958 SuccEessFUL FARMING Kitchen 
Modernization Promotion...a coordinated 
merchandizing effort...drew direct active 
participation of more than 700 dealers... 
who benefit with prospects and profits! 

Dealers were offered the Farm Kitchen 
Ideas booklet ($12.50 per 100), a film strip, 
and two merchandizing kits. Stores buying 
these sales aids were listed as Authorized 
SUCCESSFUL FARMING Kitchen Ideas Centers 
in the March issue. 

By Spring, 121,906 copies of the Farm 
Kitchen Ideas booklet were purchased by 
dealers, 
services—and distributed to step-up interest 


distributors, utilities, extension 
in kitchen modernization by the stores, at 
demonstration meetings, to groups of farm 
women, in home economics departments, and 
programs of 4H and Future Farmers. They 
were widely and successfully used by retail 
and utility salesmen to stimulate interest 
in modern kitchens. The booklets extended 
the influence of SuccEssFUL FARMING, got a 
warm response, made friends and sales—see 
a few quotations from letters, at the left. 
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121,906 copies...stimulate sales! 


SUCCESSFUL FARMING families are your 
best prospects not only for modern kitchens, 
with step-saving efficiency and all the major 
and minor appliances... but for new heating 
installations, model bathrooms, every time- 
and labor-saving device. SF subscribers are 
rebuilding and remodeling on a vast scale! 

For more than a decade, SuCcCESSFUL 
FARMING farmers have enjoyed more than 
$10,000 annual income from farming alone 
...are a tremendous market, equivalent to 
another national suburbia. And SF families 
need kitchens more than urban families. 

SUCCESSFUL FARMING has influence with 
its readers, unmatched by any magazine of 
general circulation...based on 56 years 
of raising farm living standards, showing 
subscribers how to make more money. 

In 1958 SuccEssFUL farm 
kitchen modernization program is bringing 


FARMING’S 


millions of dollars into the tills of appliance 
dealers and distributors! Ask any dealer to 
tell you about SF’s influence in his territory! 
And ask the nearest SF office to tell you more 
about the market and medium! 












Beating Out Carry-Over 


A new short line to fit merchandising holes in stocks 
of 1957 air conditioners is Emerson’s chief 1958 weapon; 
six-unit line eliminates 34-h.p. units 


In what air conditioning men 
fondly call the “big poker 
game” of room unit merchan- 
dising, Emerson Electric Manu- 
facturing Co. of St. Louis 
thinks they’ve dealt themselves 
a winning hand for 1958. Ac- 
cording to E. K. Handlan, sales 
manager for air conditioning, 
the new six-unit line is fash- 
ioned to provide Emerson with 
the opportunity to “sell where 
they ain’t” this year. It’s too 
early for Emerson to turn loose 
sales figures, but late enough 
to make them confident of a 
“real good” year. 

Six units in the line this year 
against 16 last year represents 
quite a switch and was made 
possible by a carry-over inven- 
tory far under the industry 
average, according to Emerson. 
Study of the industry’s 1957 
sales and carry-over helped the 
company shape its new line. 

Factors affecting this new- 
line planning included analysis 
of actual unit sales in 1957, 
looking at types, sizes, prices, 
and features, and a good long 
look at trends. Generally, Emer- 
son planners found that the 
very slim units were declining, 
that Btu ratings were going up 
while physical size went down. 
These sales factors led to such 
decisions as elimination of °4- 
h.p. units entirely in 1958. 

The most important 
was the portable air 
tioner. Emerson 
successful 


trend 
condi- 
decided that 
portables in 1958 
would have to weigh about 60 
pounds and would have to go 
at prices attractive to both 
low-end buyers and low-end 
users—single people living in 
small apartments or 
rooms, for example. 
“Ideal” Line. In their plan- 
ning, Emerson people first set 
up an “ideal” line ‘based on 
their analyses. This “ideal” line 
theoretically would offer a unit 
for everybody, or 100 percent 
coverage of the market’s needs. 
This, of course, is expensive. 
So the next step was to get a 
“prototype line” mostly by elim- 
inating odd voltages, special 
types for regional whimsies, 
and accommodation units, such 


single 
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as special models for a one-shot 
bid on a big tract. 

Given a_ set of prototypes, 
the Emerson people then com- 
pared what this line offered 
against their distribution plans 
—and the big carry-over the 
competition was holding. It was 
at this point that the *4-h.p. 
unit was thrown out as non- 
competitive with a _  one-h.p. 
unit, particularly in view of the 
excise tax situation. Also at this 
point, Emerson decided to go 
strong with the portable as a 
kind of leader. 

What does the Emerson line 
look like? There’s a portable 
unit to be sold as a “personal 
comfort” unit; there’s a one- 
h.p., casement unit, and another 
one-h.p. 24-inch-wide unit. 
Higher power units include a 
22'%-inch 114-h.p. window unit 
and two two-h.p. units, one a 
special producing 15,500 Btus, 
the other the “Magnum 20” 
rated at 17,500 Btus. The em- 
phasis is on small physical size 
even on two-h.p. units, which 
are 24- and 27-inches wide, and 
on features to suit the price. 

This year, Emerson offers no 
“exclusive” special features. 
With just these six units, they 
feel they’re covering the most 


Conquering Adversity 
a i | 


KELVINATOR dealer John Dacy, second from right, marks his second con- 


market at the least expense to 
everyone concerned, leaving, at 
the same time, the best chance 
for good profits. 


Magazine Promotes 
Farm Kitchens 


More than 700 small-town 
dealers in kitchen equipment 
have joined Successful Farming 
magazine to stimulate the sale 
of appliances and kitchens. The 
magazine is making available 
two basic merchandising aids for 
the dealers’ use in presenting 
hundreds of practical ideas 
on how to improve the farm 
kitchen. 

A full-color film strip with 
synchronized sound titled “Plan- 
ning Your Farm Kitchen” may 
be purchased for $9.95. The film 
tells the story of how an actual 


farm family solved their kitchen 
problems. 

Also available for distribution 
by the dealer is a 36-page Farm 
Kitchen Ideas Booklet. The book- 
let is priced at 12% cents each 
in quantities of 100 to 999: 10 
cents each for larger orders. 

All 700 dealers participating 
in the program as of January 15 
were listed as “Authorized Suc- 
cessful Farming Kitchen Ideas 
Centers” in the March issue. 

Interested dealers can parti- 
cipate in the program by pur- 
chasing either a copy of the 
filmstrip ($9.95) or a minimum 
of 100 Ideas booklets ($12.50). 
The September dealer listing 
and a package of display mate- 
rials are included at no extra 
cost. Orders should be sent to: 
Dept. AP, Successful Farming, 
Des Moines, Iowa. 


Tempest Over TV 


Zenith charges infringement of patents by Admiral; 
Admiral cries “false” and readies for a court battle over the 
Fringelock circuit and Space Command Control 


Admiral Corp. has branded 
“false” the Zenith Corp. suit 
filed recently in the United 
States District Court in Chi- 
cago charging Admiral with in- 
fringement of five Zenith pat- 
ents and with having “wilfully 
and knowingly” copied two of 
Zenith’s most important TV 
features. 

The features copied, accord- 
ing to the Zenith complaint, 





secutive year as one of Kelvinator’s top Key Dealers. Dacy’s success in 
1957 followed a fire that put him out of business early in the year. To 
replace the “Key Dealer” plaque destroyed in the fire Dacy received a 
new one with a plate added for 1957. Participating in the presentation are 
G. G. Fitzgerald, left, Kelvinator zone manager; William L. Hullsiek, 
merchandising manager, and George H. Beld, works manager. 
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were its Fringelock circuit for 
maintaining a steady picture in 
poor reception areas and its 
Space Command Remote Con- 
trol which uses ultrasonic “si- 
lent sound” to control a TV set 
from across the room. Zenith 
asserts that Admiral copied the 
Fringelock circuit so that it is 
substantially indistinguishable 
from the circuits used in Zenith 
receivers. Zenith further claims 
that the Space Command Con- 
trol has been copied in such 
detail that the Admiral con- 
trol unit would partially con- 
trol Zenith receivers and vice- 
versa. 

Zenith also charged that Ad- 
miral had engaged a former 
Zenith research engineer, who 
was a co-inventor of the 
Fringelock circuit, to copy the 
Space Command. The company 
asked for an injunction re- 
straining Admiral from further 
infringement of the five patents 
cited, and for judgment against 
Admiral for treble damages 
plus costs and legal fees. 

Admiral Corp. responded im- 
mediately by announcing that 
it will file an answer shortly 
and by denying the allegations 
in a written statement. 

Admiral’s Side. The Admiral 
release said, in part: “We are 
astonished that a competitor 
would suggest that binding 
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How your truth dollars 





help keep the Reds 


in the red 


e The truth dollars you give to 
Radio Free Europe help keep 
truth on the air behind the Iron 
Curtain. 


And the truth is an enormous- 
ly disruptive force to the Reds. For it keeps 
their captive people thinking. . . wondering 

. and less than completely dominated. 
The truth keeps needling the Reds. Breaks 
through their monopoly of lies. Keeps them 
unsure. Off balance. And thus the truth 
keeps up to forty fully armed Red divisions 
tied up policing Russia’s satellite countries. 
Forty divisions, mind you, that might 
otherwise be put to more aggressive use 


elsewhere . . . and who knows where? 


Your truth dollars keep the 29 super- 





powered transmitters of the Radio Free 
Europe network on the air . . . broadcasting 
the truth behind the Iron Curtain. . . 
every hour of every day. 

Why your truth dollars? 

Because Radio Free Europe is a private, 
non-profit organization supported by the 
voluntary contributions of American busi- 
ness and the American people. And your 
dollars are urgently needed to keep it on 
the air... to help operate its transmitters, 
pay for its equipment and supplies, and its 
scores of announcers and news analysts in 
5 languages. 

Help keep the Reds in the red. Send 
your truth dollars to Crusade for Freedom, 
care of your local postmaster. 


FREEDOM IS NOT FREE! 
Your Dollars Are Needed To Keep Radio Free Europe On The Air 


CRUSADE for FREEDOM 
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Double your opportunity for 
electric clock sales! 


Take advantage of this great potential: 


@ Electric clock sales are bigger than ever before! 
e Westclox is the fastest growing member of the electric clock industry! 


e Westclox share of the market continues to climb! 


IT’S a fact! Electric clock sales are booming. But you can’t get your full share 
of this business by carrying just one line. Add Westclox and you double 
your selling opportunities. 
For when Westclox competes with all other brands (in drug stores, for example): 


e Westclox accounts for nearly half of the electric wall clock dollar volume. 


e Westclox accounts for well over half of the electric alarm clock dollar volume. 


Westclox offers you other important advantages. You are protected against 
“footballing” or ruinous price cutting. You get a full profit on every Westclox 
electric you sell. And Westclox gives you the opportunity to make even more 
profit by ordering in quantity. You get a big 5° discount, just by ordering 
6 or more Westclox electrics at one time. 

You just can’t lose. Add the Westclox line and watch your electric 
clock sales go up. 
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Give a Westclox — and it will repeat.your good wishes every minute 


of every hour of every day. You can depend on it. 
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Cive a Westclox 


cr 
and it will repeat your good wishes : 
every minute of every hour of every day c 
You can depend on it 
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Westclox gives you more support! 


1958 ADVERTISING PROGRAM 
THE BIGGEST EVER! 


Dominant, dramatic full color ads in: 


BETTER HOMES & GARDENS! 
e LIFE! 

READER'S DIGEST! 

e SATURDAY EVENING POST! 


Powerful local support in newspaper 
supplements: 

¢ THIS WEEK! 

e PARADE! 

e FIRST 3 MARKETS GROUP! 


TODAY: Get complete details from your nearest Westclox wholesaler. Or write direct to: Westclox, La Salle-Peru, Illinois 
DIVISION OF CORPORATION 
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patents could be obtained by 
them on a device using tech- 
niques used for many years in 
the art. It will be shown that 
techniques of a similar nature 
constitute the backbone of 
many of the static and noise 
eliminators which have 
invented over the past 
decades. 

“The allegation that a co- 
inventor of the _ so-called 
Fringelock patent was hired by 
Admiral for the purpose of en- 
abling us to reproduce Zenith’s 
circuitry is false on the basis 
of the facts. This engineer left 
the employ of Zenith on Febru- 
ary 15, 1955, to join the Ar- 
gonne National Laboratory. He 
was hired by Admiral as a proj- 
ect engineer October 22, 1956, 
nearly two years later, and 
three years after the circuitry 
used by Admiral . was first 
incorporated in our receivers. 

“This engineer states that at 
no time during his employment 
at Zenith did he work upon a 
sonic remote control device and 
that, to the best of his knowl- 
edge, Zenith was not during 
that period working upon such 
a device.” 


been 
four 


Brand Names Award 
Winners Chosen 


Top award winner in the 10th 
Annual Brand Name Retailer-of- 
the-Year Competition in the Ap- 
pliance Store category is Stucky 
Brothers, Fort Wayne, Indiana. 
There are 25 
in the contest. 

In addition to Stucky Broth- 
ers, four other appliance stores 
were cited for their last year’s 
activities with Certificates of 
Distinction. They were Leder- 
er’s, Inc., Bridgeport, Conn.; 
Brac’s, Des Moines, Iowa; Ger- 
hard’s, Inc., Glenside, Pa.; and 
Casey & O’Brien, Madison, Wisc. 
Gerhard’s has won Certificates 
of Distinction in 1952 and 1956; 
Lederer’s won them from 1953 
through 1956. 

The awards will be presented 
during a dinner in the winners’ 
honor in New York City on 
April 16. The banquet will cli- 
max the celebration of Brand 
Names Week, April 13-20. 

A panel of judges composed 
of top award winners in the 
previous year’s competition se- 
lected the winners primarily on 
the basis of their 1957 brand 
campaigns, as well as their edu- 
cation of customers and sales 
personnel about the policy of 


retail categories 


featuring manufacturers’ adver- 
tised brands. 
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Gas Incinerators 
Set for Homes 


New 
els of household gas 


mod- 
incinera- 
tors are being produced by sev- 
en manufacturers who see wide 
gains for the appliance in many 
areas of the country. 

There is keen utility interest 
in the new models, according to 


smokeless-odorless 


the gas incinerator division of 
the Gas Appliance Mfrs. Assn. 
Harold Massey, GAMA manag- 
ing director, calls the incinera- 
tor “a tremendous convenience 
which, coupled with elimination 
of smoke, odor, and fly ash nui- 
sances, is going to reach many 
more families and 
ties.” 


communi- 
The companies now putting 
the new models into production 
are Bowser Inc., Chicago; Calci- 





nator Corp., Bay City, Mich.; 
Caloric Appliance Corp., Top- 
ton, Pa.; Locke Stove Co., Kan- 
sas City, Mo.; Majestic Co., Inc., 
Huntington, Ind.; the Martin 
Stamping & Stove Co., Hunts- 
ville, Ala.; and the Waste King 
Corp., Los Angeles. 


U.S. Chamber Backs 
Competitive Pricing 
Members of the Chamber of 
Commerce of the United States 
stand behind the concept of 
competitive pricing. They have 
voted almost 10-to-1 for a new 
policy upholding the right of 
businessmen to reduce prices to 
some customers, but not others, 
when they do so in good faith 
to meet a competitor’s price. 
The new policy places the 
chamber in opposition to legis- 





Tom F. 


tired March l, 


Magazines and spent some 


try pioneers. 
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Blackburn Retires 


Blackburn, for the past 28 years midwest editor of 
ELECTRICAL MERCHANDISING, with headquarters in Chicago, re- 
succeeded by 

A graduate of the School of Journalism of the University of 
Missouri, Tom spent two years at Kansas State Agricultural 
College, was assistant to the managing editor of the Capper 
time as newspaper reporter and 
photographer on the St. Louis Globe-Democrat. Growing up on 
a country newspaper in Kansas, he early learned to set type, 
run a press, make halftones and see the whole job through. 

One of Tom’s many significant contributions to the magazine 
was a series of histories of specific major appliances 


Kenneth Warner. 


-refriger- 


ators, ranges, home laundry equipment, vacuum cleaners, etc. 
Realizing in the early 1940’s that many of the inventors and 
founders of the appliance industry were still alive, and that no 
one had set down the story of the evolution of appliance in- 
vention and design, he spent months tracking down the indus- 


In his more than quarter-century span on the magazine, Tom 
became acquainted with hundreds of dealers, distributors, util- 
ity sales executives and manufacturers. He was a familiar figure 
at most of the industry’s association meetings and conventions. 

In the immediate future he plans to spend most of his time 
working on a novel at his farm in Deerfield, Il]. Later, with 
Mrs. Blackburn, a teacher, he hopes to take an extended trip. 

He will be missed by his many friends in the industry and 
the staff of the magazine he served so well. 
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lation (S. 11 and H.R. 11) which 
would amend the Robinson-Pat- 
man Act to restrict this right. 
The act now prohibits price dis- 
crimination which hurts compe- 
tition, but the Supreme Court 
has held that the “good faith” 
argument is an absolute defense 
to a charge of violation of this 
provision. 

It is this ‘‘good faith” argu- 
ment that the Chamber’s mem- 
bers have overwhelmingly ap- 
proved. The Chamber points out 
that the present law does not 
sanction price-cutting wars, but 
merely allows a business to meet, 
not beat, competition. The pro- 
posed amendment to the Act, ac- 
cording to the Chamber, would 
upset the Supreme Court rul- 
ing that a seller has a perfect 
right to meet a competitor’s 
lower price in good faith and to 
rely on such action as a full de- 
fense in the event charges are 
brought under the Act. 


House-to-Housemen: 
Business Is Good 


Members of the National 
Assn. of House-to-House Install- 
ment Companies contacted at 
their 7th National Trade Show 
in New York City recently ex- 
pressed optimism for their in- 
dustry despite current worries 
about a recession. “It just gives 
us a better opportunity to do 
what we are in business to do— 
be salesmen,” one spokesman 
commented. 

Thus a general feeling of op- 
timism could be sensed at the 
show although a few were ad- 
mittedly worried about the pres- 
ent business slow-down. Edward 
L. Sard, executive director of 
the association, stated that past 
experience has proven his _ in- 
dustry a sensitive and accurate 
barometer of business condi- 
tions. It is the direct credit 
seller who invariably knows first 
when business is on the down- 
grade, he said. He added that 
his industry as a whole was 
well aware of a recession de- 
veloping before it became offi- 
cial. 

But there were few signs of a 
recession at the Trade Show 
this year. Although there were 
fewer exhibitors (186 compared 
with 201 last year), officials 
pointed to a larger number of 
buyers registered. Many exhibi- 
tors reported that 1957 was 
their best year and that they 
are looking forward to a brisk 
1958. They conceded that there 
might be some difficulties in 
making collections. 
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“Seems you made a slight error 


in your 53 return... sothe 


government owes you $3,000.” 





“That's a ve y generous allow- 
ance but Im sure my old washer 


isn't worth $15.” 





RANDALL 
Haraison 














“We had so many disappointed 


people in our previous sales 
contests—this year we're 


> p28 


sending everyone to Paris! 





“We just came in for a toaster 


“I'd better take one for each Ree 
: : a : agi but now that you mention it 
of my wives. That'll be 53. ; . 
we could use a complete kitchen 


remodeling.” 


“Business has been so good 
this year the factory is going 
to raise dealer margins 

20 percent!” 





“T was offered a hig discount 
down the street but I like 


doing business with you.” 


DEALER 
AYDREAMS 


By RANDALL HARRISON 








STEAM IRON 
CLEANER 


REJUVENATES 
SLUGGISH IRONS 
.. . Sells on Sight! 





a 
eTEnds 






sputtering 
Cleans 
INSIDE iron 
Gets 

more steam 
Safe, 
odorless 











TESTED & RECOMMENDED 
by Steam iron Manufacturers 





FAST CHEMICAL PRODUCTS Corp. 





Used & sold in leading appliance service 
Stations trom coast to coast 

Order from your jobber, or write for 
name of nearest supplier. Jobber in 
invited 

Dept. EM 


juiries 


* 


20 Gunther Ave., Yonkers, N. Y 
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YOU CHANGE YOUR ADDRESS 


Be sure to notify us at once, 
so future copies of ELECTRICAL 
MERCHANDISING will be deliv- 
ered promptly. 

Also make certain you have 
advised your local Post Master 
of your new address so other 
important mail doesn’t go 
astray. 

Both the Post Office and we 
will thank you for your thought- 
fulness. Mail the information 
below to: Subscription Dept., 
ELECTRICAL MERCHANDIS- 
ING, 330 W. 42nd St., New York 
36, N. Y. 


NEW 
ae ae a Baa 
EA nee eS eek Se Rm or oe 
BD «ies teasesatectcieasi Zone........ State........ 
EERIE ASA Title 

OLD 
Eee nr ene oa ee ee 
EIEN. sctiscabtullianmannnsisinincanasidnmmmeiausincs’ 
i scsinckcsehsssitietbintl (ee State ........ 


ELECTRICAL MERCHANDISING 


330 W. 42nd St. N. Y. 36, N. Y. 
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HAROLD BULL 


Norge Div., Borg-Warner 
Corp.—Harold P. Bull has been 
appointed vice president of 
sales; Walter C. Fisher, director 
of distribution; and, James D. 
Dougherty, national field sales 
manager. 


4 


ARNOLD VER LEE 


Easy Laundry Appliances—Ar- 
nold Ver Lee has been named 
director of advertising. Ver Lee 
had previously served as na- 
tional dryer manager. 





ROBERT DOLLAR 


Majestic Co.—Robert Dollar has 
been elected vice-president at 
the company’s annual directors 
meeting. Dollar will continue to 
serve as sales manager for the 
building products division. 


Youngstown Kitchens—George 
F. Meyrick has been named 
regional manager in the north- 
west. Meyrick succeeds Jack R. 
Carl who has been transferred 
to Columbus, Ohio. 


RICHARD J. BAMBERY 


Admiral Corporation—Richard 
J. Bambery has been appointed 
general sales manager. An ad- 
ditional executive appointee is 
Walter D. Krauter, named sales 
manager for the corporation’s 
freezer-air conditioner division. 





DON ROSS 


Pilot Radio Corporation—Don 
Ross has been appointed to the 
newly created post of national 
sales manager. 


Maytag Company—Howard F. 
Whitney has been promoted to 
regional manager for south cen- 
tral Louisiana. 






ROBERT E. CARROLL, JR. 


E. Ingraham Co.—Robert E. 
Carroll, Jr., has been appointed 
director of advertising and 
public relations. 





Westclox—Jack S. Comer has 
been appointed divisional sales 
manager of the Chicago area. 


Whirlpool Corp.—Bob Ann 
Taylor has been named to the 
position of regional home serv- 
ice director for the southwest. 






JAMES M. TONEY 


GEORGE K. BRYANT 


Radio Corporation of America— 
James M. Toney has been ap- 
pointed vice president and gen- 
eral manager of the television 
division succeeding Charles P. 
Baxter. George K. Bryant is the 
newly named manager of mar- 
keting. 


Mitchell Manufacturing Co.— 
Jim Gaynor has been appointed 
district manager for Minnesota, 
the Dakotas, Iowa, Nebraska, 
Kansas, Missouri and northern 
Wisconsin. 





ROGER BARRON 


F. E. Myers & Brothers Co.— 
Roger Barron has been ap- 
pointed marketing manager for 
the company’s line of submersi- 
ble pumps and water systems. 


Amana_ Refrigeration, Inc.— 
Bernard M. Frawley has been 
appointed sales manager for the 
Pittsburgh, Pa., region. 


Capehart Corporation—John T. 
Caviezel has been named mid- 
west regional merchandiser. 
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Redbook Researches 
Automatic Dryers 


Redbook Magazine has just 
completed a market report on au- 
tomatic clothes dryers. This 31- 
page report, compiled from a 
variety of industry sources in 
cluding ELECTRICAL MERCHAN- 
DISING, contains a variety of 
facts and figures on automatic 
clothes dryers. 

The report covers the types of 
dryers on the market, traces in- 
dustry and product developments 
from their early beginnings to 
the present, lists magazine ad- 
vertising expenditures by com- 
pany, and summarizes surveys of 
dryer ownership, purchases, and 
brand preferences. 

The report reveals, for in- 
stance, that ownership of auto- 
matic dryers has gained more 
than 1000 percent since 1951 
when they were in use in only 
535,000 homes comprising 1.2 
percent of those with electric 
wiring. The report cites ELECTRI- 
CAL MERCHANDISING figures each 
year since that time indicating 
that, as of January 1, 1958, the 
number of dryer-owning homes 
reached 6.65 million. 

The report also cites evidence 
that the number of appliance 
dealers handling automatic dry- 
ers has increased. Citing ELEC- 
TRICAL MERCHANDISING’S annual 
‘Replacement and Trade-In Sur- 
vey,” the report shows how deal- 
ers handling the appliance in- 
creased from 69.4 percent in 


COLOR TV 





1955 to 78 percent in 1956 to 
85.3 percent in 1957. 

The report also includes fig- 
ures showing just how age is a 
factor in dryer ownership; what 
are the leading brands, etc. 

A free copy of the Redbook 
report can be obtained by in- 
terested parties by writing to 
Theodore Standish, McCall Corp., 
230 Park Avenue, New York 17, 
Ms Be 


Needed Market Space 
Due for Housewares 

More facilities for cramped 
housewares exhibits are in the 
offing for Atlantic City and 
Chicago. Plans are afoot for 
enlarging exhibit areas in the 
Atlantic City Auditorium and 
Chicago has blueprints for a 
huge new Exhibition Center, ac- 
cording to Dolph Zapfel, secre- 
tary of the National House- 
Mfrs. Assn. 

“Unfortunately,” Zapfel said, 
“it looks as though Atlantic 
City cannot have the Auditor- 
ium revamped in time for our 
29th NHMA National House- 
wares Exhibit, July 7-11.” 

But the Atlantic City Con- 
vention Bureau and the City 
Commission have ambitious 
plans designed to expand ex- 
hibit areas at an estimated cost 
of $2 million. The time needed 
to complete the project has been 
placed at six months. The Chi- 
cago project is not as clear-cut. 


wares 


The network schedules of color television for the month of 
April include the following programs:* 

WEEKDAYS, 3-4 EST, NBC—NBC Matinee Theater. 
MONDAYS, 7:30-8 EST, NBC—The Price Is Right. 


TUESDAYS, 8-9 


EST, NBC—Fisher-Gobel 
EST, CBS—Red Skelton Show. 


Show; 9:30-10 


WEDNESDAYS, 9-10 EST, NBC—Kraft Television Theatre 


(except April 9). 


THURSDAYS, 7:30-8 EST, NBC—Tic Tac Dough; 10-10:30 


EST, NBC—The Lux Show. 


SATURDAYS, 8-9 EST, NBC—The Perry Como Show; 10:30- 
11 EST, NBC—Your Hit Parade. 


SUNDAYS, 7-7:30 


EST, NBC 





My Friend Flicka (ex- 


cept Apri! 27); 8-9 EST, NBC—The Steve Allen Show; 9-10 
EST, NBC—The Dinah Shore Chevy Show. 


ALSO— 


APRIL 6, 2-4 EST, NBC—NBC Opera Company “Cosi Fan 


Tutte.” 
APRIL 9, 9-10 EST, NBC 





Swing Into Spring. 


APRIL 15, 9-10 EST, NBC—The Jerry Lewis Show. 


APRIL 17, 8:30-9:30 EST, CBS 





Shower of Stars. 


APRIL 19, 7:30-9 EST, CBS—DuPont Show of the Month; 


9:30-10 EST, CBS 





High Adventure with Lowell Thomas. 


APRIL 25, 9:30-11 EST, NBC—Hallmark Hall of Fame “Dial 


M for Murder.” 


*All times after April 26 EDT. 
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SEARCHLIG 


Classified 
SELLING 
EMPLOYMENT 


UNDISPLAYED 


Payment, count 5 average words as a line 
DISCOUNT of 10% if full payment is made in 
advance for 4 consecutive insertions. - 
POSITION WANTED undisplayed advertising 
rate is one-half of above rate, payable in advance 


BOX NUMBERS — Count as 1 line 


“OPPORTUNITIES” 





— R_A.T.ES'—j- DISPLAYED ! 
so 705 line, minimum 3 lines. To figuregadvance 1 vesicles tae ts SUID per tna tor a abvartiins 


HT SECTION 


Advert 


MERCHANDISE 
BUSINESS 


- Individual space with border rules 


vertising rate is $20.50 per inch for all advertising 
* of Equipment & Business Opportunities appear- 

ing on other than a contract basis 

EMPLOYMENT OPPORTUNITIES $22.71 per 

inch subject to agency commission 

AN ADVERTISING INCH is measured % 

vertically on a column — 4 columns — 48 inches. 











national distribution. Top salary for m: 
appliances, or kindred lines sold throug 
Stock Exchange. 


ance through leading retailers. 


re-locate. Finest benefits in industry iz 
insurance. Age: to 40. 

Indoctrination period of at least one 
during training period and final assignm 


market. 
Send complete resume air mail, includ 
salary requirements. 


P-7473 Electric: 
68 Post St., San 





DISTRICT SALES MANAGER 
Top position with manufacturer of home furnishings product with excellent 
and experience. Prefer man with top-grade experience in home furnishings, traffic 
Company is largest producer in its field. AAA-1 concern, listed on New York 
The man we are looking for will distribute a prestige product with top accept- 


A high-paying position with full traveling expenses. Car furnished. Incentive 
remuneration added to salary upon assignment. Applicant must be willing to 


Our employees know of this opening, which is a new position to service a growing 


an with proven sales management ability 


i best retail outlets. 


iclude company paid pension and group 
year to insure solid background. Position 
ent will require considerable travel. 


ing business references, recent photo, and 


il Merchandising 
Francisco 4, Calif. 





ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you. 
NEW YORK 36: P. O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave. 
SAN FRANCISCO 4: 68 Post St. 


SELLING OPPORTUNITY OFFERED 


Industrial Sales Representatives—Several 
territories available by nationally-known 
manufacturer Industrial Flashlights and 
Batteries. Full details on receipt complete 
resume your experience and territory. RW- 
7420, Electrical Merchandising. 


BUSINESS OPPORTUNITIES 


For Sale—Electrical Contracting-Store. Es- 
tablished 41 years GE Franchise. In town 
of Hamilton, N.Y. want to retire. BO-7207, 
Electrical Merchandising. 


Business For Sale—L. P. Gas, Electric, 
Plumbing Appliance Business. Fla. West 
Coast. 200 ft. on Hwy. 19 in thriving City. 
All bldg. and equipment. You can step 
right in and have your own business. $44,- 
000.00. 29% cash. Inquiries invited. Owner 
retiring. Come and see. BO-7491, Electrical 
Merchandising. 








Large French Factory 
Manufacturing 
Washing Machines 


Is interested in securing license rights 
for all patents covering household 
appliances 


Write to No. 1331 


SWEERTS 


P.O. Box 269-09 . Paris, France 














GENUINE OAK WOOD 
Antique 
TELEPHONES! 


As is $9.00 complete. Tested work- 
ing order $12.00. Shipments FOB 
Simpson, Pa. Write for free list. 
Telephone Engineering Co. 
Dept. EM-48 Simpson, Pa. 














SUPPLEMENT 


PRODUCTS - SERVICES 


FOR MORE SALES — MORE PROFITS 





RATES: 


$25.71 per inch. Contract rates on request. 
An advertising inch is measured %’' vertically 
on one column. There are 4 columns—48 


inches to a page. 


New Advertisements received by January 
12th will appear in the February Issue. 











HAND 
TRUCKS 


For safe and easy han- 
dling of Ranges, Refrig- 
erators, Freezers, Wash- 
ers, Air Conditioners, 
Pianos, Television sets, 
Venders, etc. Experience 
in manufacturing equip- 
ment for heavy case 
moving since 1901. 


SELF-LIFTING 
PIANO TRUCK CO. 


425 N. Main St Findlay, Ove 


CASTER 
X-75 


NO. 102 | 
BALANCE TRUCK 


NO 
Z-300 








SALE BANNERS 


Sale & Window Banners —a sign for every 
purpose. In brilliant fluorescent colors, that 
will sell your products on sight! 


K-C DISPLAYS” ssin, owen 














Your inquiry will have Special Value... 


If you mention this magazine, when writing advertisers. Naturally, the 
publisher will appreciate it... but, more important, it will identify you 








as one of the men the advertiser wants to reach with this message... and 
help to make possible enlarged future service to you as a reader. 
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Ring up volume fan sales for ‘58 











NEW! Promotionally 


Priced Electric DEHUMIDIFIER 
with 1/5 H.P. Compressor 


List, only $9995 


Even the budget minded can afford 
complete moisture protection with this 
new Economy Dehumidifier. Dehumid- 
ifies an average enclosed area up to 
12,000 cubic feet. Permanently oiled, 
hermetically sealed. Removable water 
container, all steel cabinet and grill, 
swivel type casters for easy portability. 
Model DH20. 

Deluxe Dehumidifier with 

Automatic Humidistat 

Humidistat turns unit on automatic- 
ally if humidity rises above danger 
level . . . turns unit off when humidity 
drops. Beautifully styled and finished. 
Model DHI0N..... List price $139.95 


i 


Ee 


Exhaust Fans 


NEW! Promotionally Priced 
20” FAN-MOBILE 2, $4995 


Now every one of your customers can 
afford wonderful Fan-Mobile cooling 
convenience at this new low cost. Full 
180° tilt adjustment ... 
adjustment. 3 speed control, non-mark- 
ing rubber wheels, safety snap-out 
grills, handsome beigetone finish. 
Model EM20. 





easy height 


NEW LOW PRICES 
SAME HIGH QUALITY 





20” Electrically Reversible 
Window Fan with Automatic 


Thermostat Control «ai; 1 3 4Q9S 


An exceptional fan value—with every 
feature your customers want. Thermo- 
stat turns fan on and off automatically 
to maintain temperature selected. Has 
3 3 tw ush button controls, safety 

Wafer-thin styling mounts prac- 
tically flush with window. Model 
SQ20PB. 


20” 2 Speed Rotary Switch Model—Same as the above model without 
thermostat or push buttons. One simple control gives choice of speeds 
and easy reversing. Model SQ20E....... List price $39.95 


A COMPLETELY NEW CONCEPT 
IN WINDOW FANS 














PURE AIR SELECTOR 


Brings in Fresh Air 

Draws Out Stale Air 

Does Both at The Same Time 
Re-Circulates Room Air 


PLUS Filters the Air Clean of Dirt—Dust—Lint and 
Pollen During All 4 See. 


Ba fs 


Attic Fans Bathroom Light & Fan 


Wall Heaters 





20” Reversible 
3 Speed All-Purpose Fan 


List, only $3995 


The ultimate in popularity in a house- 
hold fan! Use as a window fan—table 
fan—floor fan—in any room. Stands 
on own rubber feet. Can be used for 
intake and exhaust. Safety snap-out 
grills, convenient carrying handle, at- 
tractive beigetone finish. 

Adjustable side panels and swivel stand 
optional. Model RA20. 

14” Model same as above. Comes com- 
plete with mounting bar for use with 
casement windows, if desired. 

Model RA14........ List price $29.95 


20” Electrically Reversible With 
Automatic Thermostat Control 


Has all the above features plus auto- 
matic thermostat. Reverses at the turn 
of a switch. 


Model 20R......... List price $49.95 


ee 





Ventilating Range Hoods 


BERNS AIR KING CORPORATION ose secret sees, cco 1, mn 
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LAURENCE WRAY Editor 
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FAIR TRADE’S HAD IT 


ELL, it looks as though Fair Trade’s had it. 

With the defection last month of its two 

staunchest adherents—General Electric and 
Sunbeam—followed swiftly by Toastmaster, Waring 
and Shick, efforts to preserve resale price maintenance 
in the electric housewares industry appear to be about 
through. To be sure, 31 states still have Fair Trade 
laws on their books, but the number has been decreas- 
ing rapidly; three states threw out the non-signer 
clause of the Maguire Act last year and Ohio followed 
as the first for 1958. Only the proposed bill for a 
Federal Fair Trade Act which, at the time of writing, 
seems to have little chance of passing the present 
session of Congress, would seem to hold any hope of 
breathing new life into the theory that you can legis- 
late prices. 

The virtual demise of Fair Trade, at least in the 
electric industry, must certainly be 
for the bigger discount 
houses, mass retailers and department stores. Sol Polk 
of Chicago congratulated both G-E and Sunbeam in 
newspaper ads; Steve Masters of New York modestly 
acknowledged that his court victory over G-E, per- 
mitting him to mail-order Fair-Traded appliances 
from his Washington, D. C. operation into Fair Trade 
areas, had no little influence on that company’s de- 
cision to throw in the sponge. And the department 
stores, long-since smarting under discount house raids 
on their clientele, are now able to slash prices merrily 
on top-branded merchandise without fear of court 
injunctions. The evidence is already in that they are 
doing just that. 

But to the thousands of small dealers all over the 
country, the crumbling of Fair Trade may have ser- 
ious repercussions. A good proportion of them have 
stuck loyally with the Fair-Traded brands because 
they were unable to meet the insane competitive tac- 
tics of the retailing giants. Numerically, if not indi- 
vidually, independent dealers have always delivered 
an impressive share of electric housewares business. 
And they have serviced what they sold. Obviously, 
the withdrawal of price protection poses another ser- 
ious threat to their business existence, despite the 
fact that many had written off electric housewares 
business as too highly competitive for profit, even 
before it fell on its face. The Bureau of Education 


housewares 
chalked up as a _ victory 


on Fair Trade, for instance, reported recently that 
dealer failures in states which had dumped Fair Trade 
were considerably higher than failures in Fair Trade 
states. 


T any rate, by now, Fair Trade in our industry 

belongs with the history books until such time 
as the Congress may see fit to pass a federal law, 
binding on all states. In the meantime, we’ve got to 
live with the facts of competitive life and here, it 
seems to us, is where it is necessary to exercise a 
little judgment; to avoid being unduly swayed by the 
immediate reaction of the marketplace. When the 
news of the abandonment of Fair Trade by its most 
vociferous supporters hit the street, there was an al- 
most indecent rush to see who could cut price the 
most. To be sure, the big boys did a land-office business 
in those first few hectic days; customers were strug- 
gling out with two or three different appliances 
bought at the bargain prices. But we wonder if any- 
body made a nickel on them. The department stores 
didn’t care, of coursé—small appliances were mere 
traffic-builders to them and they had an opportunity 
to let their customers know that they were really 
competitive. The bigger discounters had a field day, 
because they could hail it as a “victory for the con- 
sumer.” Smaller discount houses were not so happy, 
however, because the umbrella of list prices, against 
which they had been able to quote, had been sum- 
marily snatched away. And independent dealers, 
striving to hold the line within reason, were faced 
with two bitter choices—to cut with the best of them, 
or ignore the whole thing. 

We submit that neither choice is necessarily the 
right one. Things have a way of simmering down; 
the public’s excitement of today may be its apathy of 
tomorrow. Price cuts ranging from 20 to 40 percent 
were common at first, but will probably settle to about 
25 percent. The smart dealer will not insist on getting 
full list, nor cutting to the degree his big competi- 
tion does. In the first case, he’ll do little business 
because today’s shopper is both cynical and smart. 
In the second, he’ll lose his shirt. There is a com- 
fortable area between the two extremes and the dealer 
following it will find that he will continue to earn 
the respect of his customers. 
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Too much of a good thing? Never. How could we possibly make too much of something 
so wanted as wrinkle-free drying. Hamilton originated the wrinkle-free principle years 
ago—and keeps it dramatically on hand for demonstration today. That gleaming Cycle- 
Set control provides wrinkle-free drying, for either regular or wash-and-wear loads. 
Simple idea, really. Cool the clothes while they’re still cradled in gently moving air— 
never let retained heat reenforce wrinkles. Simple? Salable? Sure. And just what you 


need to sell dryers on your floor today. 






equipmor with the woman towcly ! 


AUTOMATIC WASHERS * AUTOMATIC CLOTHES DRYERS * HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WISCONSIN 


Mark of Styling Craftsmanship { Mark of Engineering Leadership 
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Preveriling New (AB 


“STYLE MARK” 
HOME FREEZERS 
FROM 
KELVINATOR! 


Every beautiful new model offers 
matchless Kelvinator quality ... and 
each one is competitively priced to 
meet any customer’s budget needs! 





New “Style Mark” beauty boosts sales-appeal! 
Beyond question, here is the freezer with today’s 
smartest, most advanced styling. It is packed with 
features that make it the most easy-to-use freezer 
your customers can find. And it gives you other 
matchless selling advantages—the fine quality 
and famed dependability that have always 
distinguished Kelvinator, the oldest manufacturer 


of low-temperature food-storage cabinets. 


Your Zone Manager or Distributor is ready 








now to give you full details of the new Kelvinator 
freezer models and selling helps. They are part 
of a new full-line program of products plus 
dealer benefits that will open your eyes to new 


profit opportunities. Get in touch with him. 


Model KVH-14 


“SPACE-ENGINEERED” 18-cu. — 
Kelvinator is perfect example of how 
Kelvinator builds maximum storag* 
space into a minimum of cabinet 
space. Model above has 630 pounds 
storage capacity, yet cabinet is only 


31 inches wide. 





FEATURES TO CLINCH SALES! 


Kelvinator’s exclusive new Mazgic- 





Stor door secures food packages in 


place, makes it so easy to put them in 





or take them from door shelves. Four 


fast-freezing shelves plus refrigerated 





top plate give you an unmatched 
“safe temperature” story in this 14 
cu. ft. “Style-Mark” Freezer. 


Model KVH-18 Model KVH-14 Model KVH-9 


KELVINATOR OFFERS A COMPLETE LINE with beautiful new 10, 15, and 21-cu. ft. chest-type models as well as new PRICED FOR PROMOTION! Here’s a traffic builder 
upright home freezers. With Kelvinator you have the exact type of freezer with the exact capacity your cus- —a volume builder—a really fast turnover num- 

; : a ber. This fine 9-cu. ft. freezer is aimed right at 
: ; the big volume city and suburban markets, but 
finest freezer line. You owe it to yourself to find out all about Kelvinator freezers for 1958. it’s ideal for the small-town small family, too. 


tomer needs. Plus famous Kelvinator quality and dependable performance, of course. It’s 1958’s newest, 


ONLY WHAT’S BEST FOR OUR DEALERS ee 


IS GOOD FOR Keluuznator Se a 


Division of American Motors Corporation, Detroit 32, Mich. 


» 
More For Americans terme” 





